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The Guiding Hand of Better 
Light that Leads to Greater Sales 


Light is a sales builder, and when employed with knowledge 
and skill produces astonishing results. Only wide experience, 
however, coupled with a complete understanding of the possi- 
bilities of light and deep study of the job in hand, can create 
perfect results. 
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For over 70 years The Frink Corporation has been acknowl- 
edged the authority in the realm of display lighting. Right 
now we offer you this vast experience expressed in modern, 
economical, flexible equipment—Silverlite, Multilite and Spot- 
O-Flod. The Frink Corporation, 371 Lexington Ave., New 
York City. 





Branches in Principal Cities 
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SILVERLITE , 
An all metal reflector susceptible to MULTILITE L i 
SPOT-O-FLOD 


adjustment for three different sized A continuous reflector using units built on the 

lamps. This adjustment is made in- Silverlite principle, adaptable to lamps of 60 to A combination spot and flood-light permit- 
stantly because of the collapsible 200 watt lamps. Multilite reflectors come in units ting of instant adjustment to any angle with- 
neck. No special holdersare required. of two to ten individual reflectors. They are out the use of tools. The beam is controlled 
The reflectors fit the standard 3% inch wired and ready to install, eliminating cost of from a spot of 24 inches to flood of ten feet 
holders used everywhere. Color individual outlets. The unit construction gives at a distance of ten feet. Color frame and 
screens can be attached without extra far greater flexibility of light and color control screens come with each unit and permit of 
clamps, hooks, etc. Described in our and results in neater, more economical illumi- individual color spot or flood of entire 
circular No. 77. ; nation. Described in our circular No. 79-B. window. Described in our circular No. 84. 


The FRINK Corporation 
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AND NOW TO DISPLAY THE NEW SILHOUETT 


LONGER SKIRTs 
HIGHER WAISTS 
FITTED HIPS. 





How are the women going to visualize them- 
selves in such a radical change after the styles 
of the last few years? Skirt lengths alone will 
be a puzzle after the knee lengths of yester- 
day, to say nothing of the lines of the molded 
silhouette. 









Smart shops and progressive department 
stores are making it easy for them with the 
latest Palmenberg mannequins. The smart 
modern mannequins that are modeled by 
Palmenberg experience and contact in pro- 
ducing seasonal model forms for the leading 
A manufacturers of ready-to-wear garments 
®’ throughout the country. 
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SEE THESE NEW MANNEQUINS AT OUR SHOWROOMS 
OR WRITE FOR COMPLETE ILLUSTRATED BOOKLET 


J. R. DALMENBERG’S SONS. INC. 


FORMS, FIXTURES AND DISPLAY MANNEQUINS 
1412 BROADWAY AT 39TH STREET, NEW YORK 


Boston 
26 Kingston Street 















Chicago 
234 S. Franklin Street 








San Francisco 
49 Fourth Street 
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IN THIS ISSUE 


Fashion and the stylist are play- 
ing a larger role season by season 
in displaydom, and it becomes ap- 
parent that the man who is actually 
in charge of windows must become 
better acquainted with tke subject. 
No longer is he left to the guidance 
of buyers and merchandise man- 
agers. More and more he is looked 
to as the store’s pre-eminent art 
authority, and because of this is ex- 
pected to set the pace for the store 
in color coordination and merchan- 
dising. DISPLAY WORLD meets 
the issue with a protracted series of 
style discussions opening in the 
September number. “No One Starts 
a Fashion,” by Katrine Hooper, not 
only sets out the fundamentals of 
fashion, but forecasts the color and 
design flairs for the winter season. 


“Special Events Teem in Octo- 
ber” points to approaching events 
and provides ideas for the numerous 
holidays and celebrations which th2 
month will bring. 


“How I Find Ideas for ‘Cold Dis- 
plays,” by Paul W. Kloeris, sets 
out the methods used by this well- 
known public utility d:splayman for 
collecting and digesting material 
for prcductive windows. 


“From Paris Come New Fix- 
tures” relates the details of the 
newest decorative fashionings of 
the Parisian studios. “Timely Win- 
dow Settings,” by H. H. Riegel, 
provides a pair of interesting set 
piece designs for current usage. 


“Where the Art Is in Modernism,” 
by William Alarcon, is a reply from 
the artists standpoint to the chal- 
lenge of William S. Norman, which 
appeared in the June DISPLAY 
WORLD. “Linking Up With Pass- 
ing Events,” by Albert M. Jones, 
reveals the profitable sequences of 
the news element in displays. 


“Purple,” by Dr. J. E. Simons, 
continues his discussions of color 
characteristics and brings out in a 
remarkably clear fashion the reason 
for the psychological effects of the 
color. 


Anniversaries, furniture, men’s 
wear, prize awards for Father’s Day 
and Children’s Day, store equip- 
ment, shoes, crepe paper technique, 
and many other timely subjects 
are discussed in departmental re- 
views and feature stories. 





DISPLAY’S GREAT MONTHLY DIGEST 
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LOSS BLACK FORMI : 
sup 
, pos 
6 eee ens are some pleasing effects secured by The Adler clez 
Jones Company, Chicago, by processing figures of vari- 

ous kinds on gloss black Formica. 
This company has also produced some very attractive window deco- ; 
rations in Formica by sand blasting. ’ 
As leading window display men turn their attention to uses of 1 
Formica it is coming into a wider and wider use for display purposes. 

ASK FOR SAMPLES AND LITERATURE 

The FORMICA INSULATION CO. 4661 Spring Grove Avenue CINCINNATI, O. SI 
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OUT of the EMAIL “BAG 


PIZITZ 
Birmingham, Ala. 
July 9, 1929 
The Display Publishing Company, 
Cincinnati, Ohio. 
Dear Sir: 

A bit of help. I want to put in some special backgrounds 
for fall. I want to use wall board, using the cutawl for design 
and house painters to paint them. I want for our corner 
windows some kind of Oriental Mosque with a doorway in 
scroll effect. Are there any kind_of books or catalogues that 
can me borrowed, bought or stolén so that I can show them 
to our window men? Any suggestion you may have along 
that line will be greatly appreciated. 

Yours very truly, 
THE GREATER PIZITZ STORE, 
Charles Miller, Assistant General Manager. 


BOUT the quickest and least expensive way to 
obtain a working pattern for a Moorish design is 


to consult the art department of your local library. 
Attendants will be able to provide appropriate refer- 
ences on short notice and put them at your disposal. 





FRESNO DRY GOODS CO., INC. 
Fresno, Calif. 
Dear Sirs: 

Would like to become a member of the International Asso- 
ciation of Display Men? Please advise me how to go about 
it, fees, etc. How does the club function, and what benefits 
are derived. Thanking you in advance. 

Yours very truly, 
Robt. Gross, Display Manager. 


FFILIATION with the I. A. D. M. may be made 
by application to the executive secretary, James 

W. Foley, 223 West Jackson Boulevard, Chicago, IIl., 
who will supply complete information on the organi- 
zation’s scope of activities. wey 

The I. A. D. M. is the oldest display organization 
in America and the only group claiming national juris- 
diction. It has been instrumental in elevating the 
status of the displayman from “window trimmer” to 
“display manager,” stages an annual display exposi- 
tion second to none in the world, publishes an organ 
supplied its members without cost, assists in finding 
positions for unemployed members, and serves as a 
clearing house for craft information. 





QUALITY WINDOW DISPLAYS 
Montreal 


August 8, 1929. 
The DISPLAY WORLD, 
Cincinnati, Ohio. 

We are opening a new department of our business, namely, 
the manufacturing and designing of backgrounds for windows. 
We would appreciate any information that you can give us 
particularly where we could secure pictures of backgrounds 
that we could buil 

Thanking you for past favors, we are, 


Your very cordially, 
R. Vineberg. 


ECURING pictures of backgrounds, is a diffi- 

cult task because virtually all the pictures avail- 
able are photographs of creations by display manu- 
facturers and, of course, can be obtained only by writ- 
ing these manufacturers for their literature. 

The bulk of your schemes should come from the 
newest works of art and the advertising in current 
publications. The foremost developments in commer- 
cial art are presented in the advertising of national 
advertisers. 


If you will watch our publication very carefully 


and the window displays that are reproduced therein 
you will get, of course, many ideas as we show usually 
the latest window displays by the foremost displaymen 
of the country. 





F. LISDOVSKY 
Maywood, Iil. 


DISPLAY WORLD. 
Gentlemen: 


I am inclosing a drawing of .my store windows for your 
inspection and advice. The background, walls, floors, and 
ceiling of the window interiors are painted white. There is 
one globe in each window, the former being supported by a 
chain fixture. I have an opportunity to buy two new X-ray 
reflectors (No. 500). I was figuring on putting two in each 
window. Would you advise me to buy two more of the same, 
two different ones or a set of different ones (4)? 

Please consider the prices of the materials and reflectors 
as I do not want to invest very much money until I am 
certain of their value to my business. Our store is directly 
opposite a large factory and somehow, we can’t seem to get 
their trade. This may be due to the fact that there are two 
large business districts, both within a mile of our store. 

We are situated near the center of a one-block business 
district. The store interior is fifteen feet wide and twenty-one 
feet deep. More than half of the people who reside in our 
community are of foreign birth and we get most of our trade 
from them. You will note the peculiar shape of the window 
on the right side. This is very hard to trim as it is narrow 
and also my trimming experience is limited. I have tried 
books but most of them seem to deal with too many decora- 
tions. Anything you have regarding information on trimming 
will be appreciated. I am located about six miles from Chicago 
and it will be most convenient for me to go there in regard 
to any references you may give me. 


Yours very truly, 
F. Lisdovsky. 


T would seem, if you are seeking a dominating scale 

of illumination that four lights would provide a 
volume quite in keeping with your needs. We would 
suggest that you get in touch with Frink Corporation, 
373 Lexington Avenue, New York City, and have 
them suggest a dealer in the Chicago territory as 
counsel. There is a Frink branch in Chicago whose 
engineers would undoubtedly assist you. 

Your corner window should no tpresent an ex- 
tremely difficult problem as the logical method of trim- 
ming is to run either a real or imaginary divider from 
the junction of the arcade and sidewalk fronts straight 
to the background and construct a unit on each side of 
this. This would mean that the bulk of your space on 
the street side would be conceived as one group and 
that the remainder of the merchandise would face the 
lobby. The distinction between the units need not be 
overly emphasized. The main thing, however, is to 
have most of the goods facing toward the respective 
sides with the arrangement so handled that there are 
no awkward breaks along the division line. 

As regards the custom which you say is not being 
reached, it may be that their racial prejudices serve as 
a ptimary resistance. Again your style of window 
trimming may be stocky and inclined to feature price 
more than merchandise. To meet this situation it 
might be advisable to install two trims per week, one 
an artistic and well placed display, developed in the 
unit style with little stress on price. This could go 
in on Monday and remain until Wednesday; on Thurs- 
day a new trim could go in with most of the space re- 
served for popular priced goods, such as, appeal to the 
bulk of your patrons. This is the method that is being 
used successfully by Kleinhans Company, of Buffalo, 
one of the largest firms in the men’s apparel business. 
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Our Studios and Staff are Direct Manufacturers 
of a Complete New Line of 


ODERNISTIC 
ANNEQUINS 


In Wax or in Composition. 
Life Size Figures & Millinery Heads 


(With Adjustable Arms and Wrists For Life Size Figures) 


Used by Many of the Finest Stores in America—and backed 
by a reputation of twenty-nine years’ standing. 


“When You Buy from Mileo You Buy from the 
Direct Manufacturer.” 


Inspection of Figures Cordially Invited. 


LET US PROVE OUR SERVICE AND QUALITY 
BY A TRIAL ORDER 


P.C. MILEO 


44 East 8th Street New York City 
2 Blocks West of Broadway 





Repairing, Remodeling and Repainting of 
Wax Figures and Composition 








Our figures can be made to stand with or without plates. 





























Messmore & Damon’s 


New Animated 


Super * Displays 


This display is 
4’ high, 22” deep, 31” long 


CLOWN IS IN ACT OF 
REVOLVING BALL. 
BALL ILLUMINATES. 


Write for Folder 


MESSMORE & DAMON § c 


INC. C 
404-8 West 27th Street desi 
New York City Ilia 





T-6. Clown Revolving Ball 
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OP novel eve RENTSCHLER has achieved a measure of distinction in New York display circles through the 
novel creations that she has designed for such organizations as Kayser’s, Holeproof Hosiery, the International 

Silver Company, Modernmode Shoe Company. During the past summer she executed a series of scesery 
cesigns for the Theatre Society of St. Louis, following this with designing: for public utilities m Oklahoma and 
l!linois. The nature of her work is disclosed in the group of sketches produced for Staulcup Studios, Inc-, which 
is reproduced here. In these she outlines a series of distinctive metal fixtures and set pieces. 














Good use of male figures in a special setting by the 
studio windowmen of the House of Siégel, Paris. The 
originality of the setting should convey an idea to 
Yankee trimmers seeking “difference.” 


IGHTER trimming is the order of the day in 
both clothing and furnishings, as is evidenced 
in the groups of illustrations appearing here. 
These are taken from the work of represen- 

tative displaymen scattered over the country. The 
bulk of them represent windows installed in the last 
three months. 

C. M. Shrider, veteran displayman for the A. E. 
Starr Company, Zanesville, Ohio, winner of innumer- 
able prizes in display contests and a favorite demon- 
strator at I. A. D. M. conventions, contributes a re- 
production of a clothing trim illumined with sparkling 
panels. Into them he worked the colorful freshness 
of spring, providing his presentation with the atmos- 
phere vital to a “Spring Style Week.” The side panels 
and center were made of wood veneer paper and tin 
foil. The Japanese landscape of the set piece was 
worked up by successive appliques of appropriate 
colors and constitutes a telling example of the de- 
signer’s skill. 

Then there’s a shirt window by R. F. Bates that 
appeared at the Euclid Avenue store of the B. R. 
Baker Company, Cleveland, Ohio. Bates captioned it, 
“Color Units.” From left to right the colors were tan, 
lavender, green and blue in pastel shades. Each unit 
was entirely composed of shirts of the same color of 
garment, pin striped in white, the width of the stripe 
varying from small to medium to large. 


The panel screen was executed in varying shades 


of gray and the drapes were in lavender. The plateau 
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When it comes to graphic displays with reai sales power 
H. D. Lollar, Paris, Texas, designer of the top trim, is 
not to be overlooked. Green and silver is the color 
combination in the next exhibit, by A. Roeder, Indian- 
apolis. The base shows a very productive “Father's 
Day” window at Roberts Bros., Portland, Ore. 


in the foreground was covered in black. The material 
drapd in each unit was the same as that of the shirts. 
The handkerchiefs, cuff links and ties all matched the 
color schemes of their units. An excellent turnover 
was experienced as the result of the trim. 

Donald Springer, display manager for the Jack- 
sonville store of the Porter Clothing Company, de- 
clares that the scheme of window dressing followed 
by their organization renders it unnecessary to worry 
about salvaging of display material. By resort to per- 
manent backgrounds, a handful of flowers, furnish- 
ings for reliefs, canes, belts, hats and shoes being 
worked in, Springer keeps his windows evenly bal- 
anced and neat, and, of course, conservative. 

Down in Texas, H. D. Lollar, of the Arthur Cad- 
dell Company, Paris, has won a long list of prizes 
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Panels of wood veneer paper and tin foil give zest to 

the clothing window by C. M. Shrider at the top. Quiie 

as colorful were the “Color ‘Units’ of R. F. Bates, of 

Cleveland, Olto; tan, lavender, green and biue units o/ 

shirts were presented in symmetrical balance. At the 

base is a showing of clothing by Donald Springer, of 
Jacksonville, Fla. 


through the excellence of his trims. The imposing 
character of these productions is well borne out in the 
showing of Cooper underwear which appears here. 
Lollar has dramatized his goods and their strength of 
manufacture in a big plaque filling the center of his 
background. White and black is used to match the 
pictured garb with the snowy garments on display 
and pages of a current magazine are set out to reveal 
the identity of the plaque with the illustrations used 
in advertising. Three plateaus, the center lower than 
those of the extremes, feature the window, the goods 
being shown in three units. A profusion of foliage 
sets off the plaque. 

What metal backgrounds can do for clothing was 
demonstrated by A. Roeder and Manuel Beauvois, of 
the William H. Block Company, Indianapolis. The 
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A neat trim of Darbrook Shirts with accessories of a 

hat, gloves, ‘handkerchiefs, ties and hose as presented 

by Lord & Taylor, New York. The partial ensembic 
works well in the limited space. 


entire background was sprayed with silver and the 
borders were carefully treated in black. Three bold 
green suits were used in the center unit. 

“This setting was designed to attract ‘Golf Bugs,’ ” 
says Olave Ralph, of Roberts Bros., Portland, Ore., 
in commenting on a “Father’s Day” window installed 
by the firm’s display department. “It did. They 
swarmed in on us like a ‘Christmas rush.’ It certainly 
does pay to put on such a window on ‘Father’s Day.’” 
The design referred to shows a caricature of two 
doughty golfers halting in the midst of their sport to 
take note of a “spiffy” tie exhibited by the smaller 
player. The humorous drawing was a splendid attrac- 
tion device and the modernistic layout of the display 
held the interest that the panel created. At the left 
about a picture of Washington bearing the assertion 
that “The Father of Our Country Was Fastidious 
About His Neckwear” was a unit of ties laid flat on 
the supporting displayer and fastened to an upright 
which paralleled it. Nearby was another stand with 
a vaulting shaft of ties. In front of the panel was a 
board resembling a teeter-totter, covered in black and 
spangled with a vivid aggregation of neckwear. At 
the right, another displayer upheld a colorful burden 
of cravats and also a bust form clad in a sports 
sweater. Grass matting on the floor and bright signs 
completed the arrangement. The principal card was 
terse and to the point. “Hey, You Golfers,” it com- 
manded, “Give Dad a Tie.” 
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‘Back to School” Windows Hold the Boards 

as September Opens—Importance of Collegians 

Reflected in Long Array of Displays Dedicated 
to Them. 


By COLEMAN McCAMPBELL 


NTER the annual preparation for college and 
school. Each year displaymen give it in- 
creasing emphasis, both in caliber of tech- 
nique and quantity of space. There is 

shrewdness in this, for, as a leading style authority 
states, the three most important sources of style in- 
fluence in America are: (1) Yale and Princeton; (2) 
Wall Street; (3) Broadway. This same authority 
says: “Today the college man as a group is the most 
style-conscious man in America. In a vast majority 
of towns and cities in the United States he is the 
mentor of young men of all types in his community. 
And one out of every twelve young men in this 
country between the ages of eighteen and twenty-three 
is attending a college or university.””’ G. Lynn Sumner, 
prominent advertising man, uses these statements and 
many others in a recent article in a leading advertising 
magazine. 

Sumner went on to remark that locating fashion 
influences at the source is of the utmost importance. 
Because manufacturers are recognizing this, compre- 
hensive checking of styles is constantly being carried 
on at each of the three main points. Yale and Prince- 
ton (as well as other colleges), Wall Street and Broad- 
way are laboratory testing grounds for the fashion 
forecaster. And of these three points, college men 
(and women, too) form the greatest mass style in- 
fluence. There are more of them and their contacts 
affect every section of the country. The Wall Street 
styles are for the more sophisticated wealthy clientele 
and the Broadway styles for those who seek the 
bizarre or theatrical touch. 

Hence the growing tendency of displaymen to 
emphasize the collegiate appeal in their displays—in 
the latter part of August, in September, during the 
football season, at Christmas, at Easter, in June. It 
has become an almost year-around merchandising ap- 
peal, just as children’s clothes have become more defi- 
nitely and expensively style-conscious. Stores are 


realizing that what they advertise as the style for 
college element will also be eagerly purchased and 
imitated by thousands upon thousands of others. It is 
said that more than 500,000 young men (and almost 
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Saks Fifth Avenue’s latest decorative sally is a rcver- 

sion to “caenstone.’ One of the new backgrounds 

appears at the top; below is a Lord & Taylor pearl 

display with a poster background showing the oysier's 
habitat. 


an equal number of young women) will join the annual 
pilgrimage this month to prep school and college. It 
is significant that college men have been instrumental 
in reviving the style for derbies, garters and sus- 
penders. The new trousers are such that they do not 
hang right without suspenders and do not look right 
unless the socks are held up with garters. “Baggy 
trousers and rolled socks are demode. 


ANY stores, notably Arnold Constable’s,. ‘started 

stressing the school appeal the middle of August. 
And now that September is officially here practically 
every store has joined the chorus, not with one or two 
displays, but frequently with a whole series and with 
variations from week to week. At first they were 
characterized by simplicity, but those of the past week 
are more elaborate. Arkow at Arnold Constable’s has 
installed two extensive series, each titled “School- 
bound,” this caption being in each window, the letters 
in cut-out natural wood and standing up on the floor 
near the glass. A main front window depicted a dor- 
mitory scene with three mannequins, one standing 
near.a heap of luggage and a trunk. In the second 
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Black fabric covers for plateaus and cube displayers 

marked a Gimbel Bros. showing of silverware. Columns 

were clad in black patent leather. Hinged panels in 
poster style appear at Franklin Simon’s. 


series, the principal window was devoted to evening 
clothes for the college girl, and sponsored parchment 
satin for evening frocks. This interior might also be 
taken for a dormitory room. Other windows featured 
attire, both masculine and feminine, for youth at all 
stages of the school and college career. 

The college note is also sounded in the central 
dome window at the Fifth Avenue shop of John 
Ward’s men’s shoes. An open wardrobe irunk has 
been placed in the center of a circle of pennants, the 
points of the latter reaching outward. The trunk is 
packed with apparel, a plentiful supply of hosiery and 
shoes being emphasized. Sweaters and a football are 
carelessly in evidence and two pennants guard the 
trunk. These are raised on wooden standards which 
ascend from round posts of shiny nickel. On the floor 
near the trunks are books and other school parapher- 
nalia, while the remaining floor space is grouped with 
shoes. Nor has the college student been neglected at 
Stern’s. Biggs has installed° two ingratiating room 
ensembles. One, “College Girl’s Room,” exploits the 
graceful charm of Federal American furniture; the 
other, “College Man’s Room,” relies on the sturdiness 
of oak furniture in early English design. In the man’s 
toom, the rugs and hassock cushion are of animals’ 
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fur in interesting diamond mosaic patterns. In addi- 
tion, Stern’s window fashions for fall were simply 
but adroitly shown with gray wall screen backgrounds 
and in one window two models were contained in 
clear-cut niches. Nelson included students of all ages 
in his windows for Best’s. Outfits for the little tots, 
for the grammar and high school pupils and for the 
college bound were displayed with the crystal-clear 
chic characteristic of Best’s. 

A popular window at Saks’ Thirty-fourth Street 
store is that containing a mammoth slate with red 
frame, which extends the full width of the back wall. 
On this in chalk is scribbled, “School Clothes—We 
Specialize In—Concentrate On.” There were two plat- 
forms covered with cork material. The visible edge 
of these platforms were each bordered with a large 
ruler having twelve-inch markings. In the center, 
on the blackboard slate, was a flat section of a globe 
map. Girls’ clothes were exhibited on one platform 
and boys’ clothes on the second. It was a nicely bal- 
anced effect. Wallace, at Lord & Taylor’s, suggested 
schoolroom atmosphere with blackboards, a teacher’s 
desk, a classroom globe and a box of pencils in two 
windows. In one, frocks for the school girl in the 
higher grades were shown in shades of blue, and in 
the second, frocks for children in the “reading and 
‘riting and ’rithmetic” grades. These were of thin 
woolens, such as wool georgette, wool crepe, plaid 
serge and figured challis. 


HE most impressive windows of the week, empha- 

sizing both fall style notes and school and youth, 
as well as apparel for the more mature, are those at 
Russek’s. Each window was worth noting. In the 
large corner window, against a patch-poster curtain 
drape background, which showed a woman entering 
a restaurant and another emerging from a motor, 
numerous mannequins wore the current modes in fall 
fur coats. A large banner caption read, “August Fur 
Sale.” In the other front window three smart manne- 
quins looked very appealing in Norman Hartell even- 
ing creations, making the legend, “It’s Grand to be 
Young and Wear One of Norman Hartwell’s Gowns,” 
seem quite apt. Three side windows were labeled 
“Marilyn,” “The Woman’s Shop” and the “Junior 
Shop,” respectively. In the latter window a manne- 
quin in tweed was sketching a style notation. And in 
the Marilyn display Lapin fur was featured in youth- 
ful coats. Letters, easily six feet high, spelled the 
word “Lapin,” and fur pelts were vicariously draped 
on these letters, which were of wood. By far the most 
delightful and romantic of all, however, was a small 
entrance or lobby window sponsoring “The Vagabond 
Sash.” Black taffeta was so draped as to give a dark 
cave setting. In one corner was a spider web of silver 
and a silver spider. The mouth of the cave framed 
a patch-poster scene, giving a glimpse of the sea and 
a picturesque pirate ship anchored at the shore. On 
the floor of the cave, chiffon sashes, dainty bandeaux, 
delicately tinted girdles, overflowed a treasure chest. 
Action was supplied by fetching miniature feminine 
vagabond models in bold and strutting poses. These 
each wore filmy garments and vivid vagabond sashes. 
The floor covering was gold. 
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Winner of second prise—the “Window Within the Window,” by Hareld 
Nickel, The iVhite House, San Francisco, Caltf. 


WO HUNDRED DOLLARS for a single 
display is the latest accomplishment of 
August Roeder, display manager for the 
William H. Block Company, Indianapolis. 
The window that won this prize was an installation 
for Children’s Day, project of the Children’s Day 
committee, fostered by toy manufacturers. Roeder’s 
setting was made of large blocks which were arranged 
to spell “Children’s Day, June 15th.” A modern 
balloon tree helped to create the effect desired by the 
decorator. The simplicity, clarity and novelty of the 
scheme, coupled with a corrugated iron background, 
gave a freshness to the theme that delighted the 
judges, resulting in their decision to give Roeder the 
first prize. 

The event was conducted under the direction of 
the Children’s Day Promotion Committees, consisting 
of delegates from the doll and toy industry, and was 
intended as a means of stimulating interest in these 
wares in a period far in advance of the Christmas 
season. For a number of years Children’s Day has 
served as a lever of sales promotion for a trade whose 
activities heretofore have been too largely based upon 
Yuletide demand. By dint of careful planning and 
forceful publicity, the Children’s Day Promotion Com- 
mittee has been able to lift their industry out of its 
seasonal entanglements, utilizing every means of pub- 
licity to accomplish this end. Window displays have 
played a forceful part in the drama, with constantly 
widening interest among displaymen, reflected in more 
numerous ‘entries in the celebration. 

It was the novelty of Roeder’s composition that 
impressed the judges. Out of huge replicas of toy 
blocks he had constructed a legend which linked his 
window with the holiday. Yarn-haired junior figures 
of doll-like aspect played the roles of children, en- 
abling him to depict a setting that entranced the 
spectator. 

The winners of the second prizes were not far be- 
hind in artistry. At the F. N. Arbaugh Company, 
Lansing, Michigan, Messrs. Wagner and Peterson 
fashioned the shoe of Mother Goose fame, wherein 


dwelt “the old lady who had so many children she 
didn’t know what to do.” Frcm the top of its vamp 
they raised a gable covered with miniature tiles, thus 
providing the fanciful aspect expected of the cele- 
brated “boot.” Before it dolls and cut-out figures of 
elves disported raptureously, drinking in the delights 
of a summer day as reflected in the colorful back- 
ground, with its paintings of fleecy clouds and green 
landscape. 

At the White House, in San Francisco, Display 
Manager Harold Nickel constructed a window within 
a window, facing a busy corner. Here walks were 
fashioned running past the “dummy” show window 
around which groups of “youngsters” were clustered. 
Small toys were arranged about them, and at their 
backs was a unit of stuffed animals and small toys 
placed upon a circular grass matting. As a back- 
ground, black velour curtains were hung all the way 
around the back and side walls. 

Down at San Diego, Calif., J. C. Hilgeman, of 
Whitney & Company, constructed a wooden fence 
before a pictorial background of a rural scene. In 
front of this was a miscellaneous collection of dolls, 
tricycles, balls and numerous other toys scattered 
over a floor sprinkled with grass and flowers. So 
closely matched were these two entries that the judges 
felt that they must split the prize. 

In the fourth group of prize winners were: Lothar 


ee 





The home of “The Litile Old Lady Who Lived in a 
Shoe.” It won a second prize for the displaymen of 
Arbaugh’s, Lansing, Mich. 
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A pictorial background and a long “wooden” fence set off the toys in the third prize entry, by J. C. 
Hilgeman, Whitney Co., San Diego, Calif. 


F. Dittmar, of the Ernst Kern Company, Detroit; 
J. B. McCann, S. Kann Sons Company, Washington ; 
L. L. Wilkins, Kerr Dry Goods Company, Oklahoma 
City, Oklahoma, and M. H. Luber, the Kill-an Com- 
pany, Cedar Rapids. For the fifth and sixth prizes 
the number of entries was as voluminous as the prizes 
were generous and many. Those of the small city dis- 
play departments and the success that they attained 
was gratifying to those who seek steady progress in 
application of display art. The complete list of names 
in these classes is as follows: 

Fifth Prize—The Crews-Beggs Company, Arthur A. 
Powell, Pueblo, Colo.; Electric City Conserva‘ory, Charles 
A. Burrell, Great Falls, Mont.; The Herrin Suppy Company, 
H. F. Karle, Herrin, Ill.; The Kepler Company, V. M. But- 
terfield, Eau Claire, Wis:; The McCormick-Saeltzer Com- 
pany, George F. Hauber, Redding, Calif.; Miladye’s Shoppe, 
Grace Lee Andrews, Baltimore, Md.; M. L. Parker Company, 
J. H. Everetts, Davenport, lowa; The Rike-Kumler Company, 
C. J. Gehring, Dayton, Ohio; Rorabaugh-Paxton Dry Goods 
Company, George Hartwell, Emporia, Kansas; Victor & 
Company, Charles C. Monde, Buffalo, N. Y. 

Sixth Prize—The Acorn Store, Inc., F. S. Coston, DeLand, 
Fla.; Benson, Smith & Company, Ltd., James C. Chang, 
Honolulu, T. H.; The John Bressmer Company, J. F. Wicks, 
Springfield, Ill.; Brown-Rogers-Dixson Company, R. C. 
Flynt, Winston-Salem, N. C.; The Elder-Johnston Company, 
Everett W. Quintrell, Dayton, Ohio; The Fair Store, Arthur 
Doud-R. H. Hodgins, Binghamton, N. Y.; John Forbes & 
Son, John G. McGurk, Homestead, Pa.; Franklin Shops, 
Frank E. Campbell, Hempstead, N. Y.; The Harris Company, 
G. J. Eisenberg, San Bernardino, Calif.; L. F. Holloway 
Hardware Company, Péarl Holloway, Fremont, Neb.; 
Jahrans-Braun Company, Ellwyn McEachnie, Buffalo, N. Y.; 
the Kleinhans Company, Clement Kieffer, Jr., Buffalo, 
N. Y.; The A. T. Lewis & Son Dry Goods Company, J. L. 
Yule, Denver, Colo.; Maas Brothers, Walter R. Lantaff, 
Tampa, Fla.; Missoula Mercantile Company, Max Generaux, 
Missoula, Mont.; Nuebling’s, Walter R. Byar, Reading, Pa.; 
People’s Outfitting Company, Inc., Gabriel Dirr, Springfield, 
Ohio; Peoples Store, Violette Edler, Chicago, Ill.; Popular 
Dry Goods Company, F. V. Hernandez, El Paso, Texas; The 
Xamson Dry Goods Company, John H. Gray, Coshocton, 
Ohio; Wurzburg Dry Goods Company, Leslie D. Slack, Grand 
Rapids, Mich.; Yowell-Drew Company, E. P. Lavin, Orlando, 
'lorida. 

Honorable Mention—The Acorn Store, Inc., A. M. Dukes, 
alton, Ga.; Blades Variety Store, Wm. C. Cottom, Cherry- 





vale, Kansas; E. S. Burgan & Son, C. M. Green, Spokane, 
Wash.; E. R. Casady Store, Arthur D. Abbott, Rushville, 
Ind.; Crescent Doll Hospital, Los Angeles, Calif.; Ditter 
Bros., H. B. Kelly, Yakima, Wash.; George A. Gray Com- 
pany, J. E. Hopkins, Duluth, Minn.; Gustafson Hardware, 
Inc, Max Smith, Duluth, Minn.; The Henderson-Hoyt Com- 
pany, Theo. Schloerb, Oshkosh, Wis.; Highland Var-ety 
Shoppe, Mrs. Jos. J. Shapero, Louisville, Ky.; D. H. Holmes 
Company, Ltd., J. E. Bertoniere, New Orleans, La.; Kim- 
ball’s, R. S. Kimball, Clinton, Mo.; H. P. King Company, 
John W. Grubbs, Jr., Johnson City, Tenn.; Louis K. Liggett 
Company, Murray Frommer, New York City; C. H. Little & 
Company, Katherine Molter, Freeport, Ill.; McGinley & 
Bickel, Nathan B. Strouss, Philadelphia, Pa.; Oreck’s, W. 
Bartikoski, Duluth, Minn.; Plambeck’s, Bloomfield, N. J.; 
The Real Baby Shop, Holyoke, Mass.; John C. Ross Hard- 
ware Company, Etta Hall Merrill, Austin, Texas; C. T. 
Sherer Company, H. Bloom, Worcester, Mass.; Treat Hard- 
ware Corporation, Donald Myles, Lawrence, Mass.; Thos. 
P. Tweed Company, Herbert W. Barker, Charleroi, Pa.; The 
White House, Pedro P. Rey, El Paso, Texas. 

Jury of Awards—Joseph C. Chase, disp!ay consultant, New 
York City; Ben C. Hampton, display manager, The Bedell 
Company, New York City; Frank R. Stephens, display man- 
ager, James McCreery Company, New York City. 





Theodore Palmenberg to Head Firm 


Third of His Line Succeeds to Position Held by His 
Father; to Continue Old Policies 


HEODORE C. PALMENBERG only son of the late Emil 

J. Palmenberg was unanimously elected president of 
J. R. Palmenberg’s Sons Inc., at a meeting of the board of 
directors held on July 29. The younger Palmenberg, making 
the third generation to succeed to the head of the Palmen- 
berg organization has grown up in the business as his father, 
recently deceased, did before him. The elder Palmenberg 
had in turn succeeded his older brothers and their father, 
Joseph R. Palmenberg, founder of the business in 1852. 

The newly elected president is twenty-nine years old and 
has occupied various positions from stock boy to factory 
superintendent during the past ten years to familiarize him- 
self with every phase of the business. Throughout the period 
of apprenticeship to the position of responsibility for which 
he has now been chosen, he had been under the capable guid- 
ance of his father, who died July 3, and A. C. Porteous, gen- 
eral manager and treasurer of the organization, who has 
been in close personal contact with his father for the past 
thirty years. 
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CTOBER continues to vie with June for distinction as the “Month of Brides.” Many 
©) stores will want to use such graceful bridal trims as are shown above during the course 

of the “bright blue weather.’ John Stiff fashioned the topmost trim for J. Goldsnuth 
& Sons Co-, Memphis, employing gold cloth panels_between silvered columns; the next win- 
dow was devised by O. O. Strawn, Morehouse-Martens Co., Columbus, O., with a “church 
window” as the set piece. The base shows a tieup of the theme with a floral department's 
merchandise; it is the work of A. A. Matzer, F. & R. Lazarus Co., Columbus, O. 
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pecial Events 


Teem In 


October 


Sunny Era Second Only to June as 
Bridal Month—Navy Day and Dis- 
covery Day Vie With Hallowe'en 


CTOBER’S bright blue weather” celebrated 
in the famed lines of Helen Hunt Jackson, 
is second only in natural charm to the equally 
touted “Month of Roses.” Statistics supply 

ample proof that it is a close second to June in the 
number of weddings. Observation proves that it holds 
a high rating among tourists. 

Not the least of its attractions is the great holi- 
day of childhood, Hallowe’en, which brings its pleasant 
round to a conclusion. The black and gold of the har- 
vest season are mirrored in the costuming and decora- 
tions of the festive events which mark this venerable 
“holy” day. 

Then there is “Discovery Day” on the 12th, wheri 
thousands throughout the states celebrate the landing 
of Columbus on the shores of the new world. And 
there is another day toward the close of the month 
gaining wider recognition as the years roll by—‘Navy 
Day”—devoted to commemoration of the American 
seaman’s achievements and the advancement of public 
interest in the present navy. 

All of these events are themes for window exploita- 
tion. All make for prestige as well as sales tie-ups. 
All offer the windowman chances for expression of 
craft skill in extraordinary settings. 

An accompanying plate reveals the charm with 
which bridal trims for the period have been endowed. 
An instance is the corrugated metal background em- 
ployed by John Stiff, display manager for J. Goldsmith 
& Sons Co., Memphis, Tenn. Between the silver 
columns into which the metal was fashioned are panels 
covered with gold cloth. On the floor of silver blocks 
is a pathway of white satin upon which the figures are 
placed. The bride’s maids wear flesh-colored dresses 
with silver slippers and pink hats. The bride is dressed 
in white, of course. An altar of greenery, flanked by 
white candelabra appears at the corner of the window. 

Following this is a composition by O. O. Strawn, 
display manager for the Morehouse-Martens Co., 
Columbus, O. This reveals a church window through 
which glows the radiance of lights placed behind the 
panes. The background has been embowered in a 


wealth of potted palms and ferns serving as a pleasing 
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“Bewitching Dresses’—A witch stirs a caldron over a 
glowing fire in this display by W. S. Williams, of Ret- 
ford, England. 


relief to the white costume of the bride and the orchid 
gowns of the bride’s maids. 

At the base is a composition by A. A. Matzer, dis- 
play manager for the Lazarus Co., Columbus, O. This 
window did double duty as it not only emphasized the 
contribution of flowers to the wedding ceremony but 
also drew attention to the new Lazarus Flower Shop. 

The bridal display was confined to three of the main 
island windows. The setting consisted of modernistic 
columns with matching valances painted in silver and 
decorated in pastel colors. The flooring and sides 
of the window were in silver cloth. A large urn on 
each side of the bride was filled with lilies in pale yellow 
and white, electrically lighted matching the bride’s 
bouquet. In the center window was the bride herself, 
flanked by her maids clad in Chartreuse green chiffon 
dresses. 

(Continued on page 65) 


NAVY DAY 
‘October 27-1927 








A “Navy Day” window designed by Edward Osteriand, 
Taylor’s, Cleveland, Ohio. 
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Fashion is steadily enhancing the favor for cottons, and 
the industry's stylists are meeting the situatioj. with 
such pleasing styles as are pictured here. 


F I had been asked ten years ago to speak to 
you on the subject of fashion, the women 
would never have dared to confess to their 
husbands where they had spent the after- 

noon: and as for the men, the less said on that sub- 
ject, the better. But the last ten years have seen a 
revolution of the two basic principles of living—food 
and clothes. Primitive man knew that food was either 
a fight against starvation or a spree. Clothes were either 
a shelter or a decoration. Whether Eve put him up 
to it or not, it is not for me to say. But, at any rate, 
we have come to realize that if we are going to find 
the life, liberty and pursuit of happiness to which we 
consider ourselves entitled, we will have to use the 
same kind of brains that the savage did to keep the 
literal wolf from the door. 

The problem of food, in relation to health, has 
been worked out to the degree that women feed their 
children intelligently as a matter of course. Fashion 
stands in the same relation to the question of clothes. 
If I can bring home to you the realization that being 
well and intelligently dressed is as important men- 
tally, as being well and intelligently fed is important 
physically, I shall be satisfied. 

The first absolutely essential point for you to know 
is that money has nothing to do with it. I have seen 
more badly dressed women in Paris and New York 
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N ‘ One Starts A 


CFASHION 


It Grows from the Root of the Previous Style— 
There Are Always Signs of the Times and 
Generally Quite a While in Advance—Great 
Dressmakers May Originate Ideas But They 
Cannot Tell Which Will Succeed 


By KATRINE HOOPER 
Formerly, Chairman, Style Advisory Board, National 
Association of Cotton Manufacturers 


(From an Address at the ‘ Made-in-New Bedford Exposition, 
New Bedford, Mass.) 


than anywhere else. If each of you will take a mental 
picture of the best dressed woman or girl that you 
know, there are a few facts that will strike you. You 
have no idea whether she spends much or little on 
them. You are never especially conscious of what she 
is wearing beyond the fact that it is the right thing 
at the right time. She is never conscious of herself. 
This holds true regardless of whether she can spend 
all she likes or whether she has to look on both sides 
of these new little dollar bills. 

With that for my starting point, I am going to 
try to give you a sketch of the growth of the present- 
day fashion in the hope that a continued study will 
give you an idea of how you can work out the ques- 
tion for yourselves. 


O one starts a fashion. It grows from the root of 

the previous one. There are always signs of the 
times and generally quite a while in advance. Of 
course, I am not referring to fads, which generally 
spring up over night like mushrooms and die out just 
as fast. The great dressmakers in Paris may orig- 
inate ideas, but they cannot tell in advance which 
model is going to be successful. There is a group in 
Paris known as the Famous Forty, who perhaps have 
as much to do with establishing a mode as any other 
factor. The reputation of being one of the best 
dressed women in the world is not an easy one to 
acquire, and equally difficult to hold. Most of them 
are over forty, and several of them are plain enough 
to stop a clock. And they achieve their reputation, 
not through the amount of money that they spend— 
for if that were the answer, anyone with the price 
would qualify. But they give as careful attention to 
every detail as a man does to his new car. These 
women study the change in modes, choose the models 
that appeal to them in the same way that a man studies 
the stock market. Then they are photographed, 
sketched, and studied by the fashion publications and 
the stylists. Look through your Vogue and Harper’s 
Bazar and you will see that Lady Abdy has been wear- 
ing the new off-the-face model. As a matter of fact, 





Sep 


she 
per 
sec 
vid 


are 
fro 
this 
libt 
des 
can 
jud 


out 
us. 

Pat 
wa) 
to r 
yea 
lens 
will 


disz 
But 
we 

fasl 
mu 
wit! 
and 
yell 
ratl 


the 
3ed 
eno 
for 
qua. 
fun 
dre: 
stite 
wai: 
coul 
stite 
ticu 
mak 
Wh 
had 
with 
have 
witk 





yle— 
and 
rreat 


Phe 


tional 


on, 


1ental 
t you 
You 
le on 
it she 
thing 
rself. 
spend 
sides 


ng to 
2sent- 
y will 
ques- 


ot of 
yf the 

Of 
erally 
t just 
orig- 
which 
up in 
have 
other 
best 
ne to 
them 
1ough 
ation, 
end— 
price 
on to 
These 
.odels 
rudies 
phed, 
s and 
rper’s 
wear- 
fact, 





September, 1929 





she has been wearing it for two years because it hap- 
pens to be particularly suited to her. And that is the 
secret of the success—the style best suited to the indi- 
vidual and well carried to a climax. 

Paris openings aré held four times a year. They 
are attended and studied by the buyers and stylists 
from the big houses, both wholesale and retail, from 
this country. We look on Paris as a big research 
library and laboratory. We bring home our models, 
designs and ideas, and adapt them for you. And we 
can’t afford many mistakes because you are the final 
judges. “aig 

But don’t think that it is always easy for us to pick 
out the right ideas when we first have them sprung on 
us. Just for example—the first time that I saw 
Patou’s opening, last February, the long skirts, half- 
way from the knee to the floor looked quite peculiar 
tome. Then this Spring I found that some of my last 
years’ dresses seemed to have shrunk and had to be 
lengthened. Inside of two years I think that knees 
will become a delightful illusion again. 

But don’t think that we always fol:»w Paris. Paris 
disapproves highly of our sunburn backed dresses. 
But we don’t care. We like the idea, and I hope that 
we will stick to it for a long time. Our present sports 
fashion of sleeveless dresses in simple, easy cut are 
much too attractive and comfortable to be given up 
without a protest. And because we are all sun-burned 
and healthy looking, we can wear these lovely, clear 
yellows, greens, and whites, which otherwise would be 
rather trying. 

Now there is a new and very interesting trend on 
the way, which is not only of economic interest to New 
Sedford, but wll appeal to you as women. Curiously, 
enough, when clothes were as plain as they have been 
for the last few years, they can get by on a less good 
quality of fabric. But now we are going to have the 
fun of handwork again. When making yourself a 
dress meant buying a couple of lengths of materiial, 
stitching the seams, and tying a string around the 
waist—which, after all, was what they were—why you 
could get away with murder. But try a little hem- 
stitching or fine tuck. You will be a lot more par- 
ticular when you choose your fabric. I remember 
making a batiste blouse ever so many years ago. 
When it was finished I figured up and found that I 
had put in sixty yards of fine tucking and sewing, 
with nine yards of hemstitching. I don’t know if I 
have the energy to do it today, but I was rather pleased 
with myself at the time. 


OESN’T it seem rather curious that the more we 

tend towards mannish clothes, the more feminine 
we become? Look at the pajama fashion and see what 
we have done to it. Here or there you will find a 
strictly tailored model; but as a rule, it is a wonderful 
excuse to wear brilliant exotic colors. This is a 
fashion which is particularly successful in cottons. 
As an outdoor garment cotton stands up better than 
any other material against the ravages of sun and 
wind. Its use as a working costume around the house 
has yet to be developed more fully. And if anyone is 
unkind enough to point out with regret the loss of old- 
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A fascinating effect is produced in this diess of Laird 
Grenelle. A novel bolero effect is created by curving 
the bias tromming band from neck to waist. 


fashioned modesty, you remind them that it was the 
universally accepted fashion in the eastern harems, 
where there is no denying that women lived in seclusion. 

When it comes to the question of the selection of 
your wardrobe, put your mind on it seriously and 
thoroughly four times a year. It will cost you a 
great deal less in the end in time, worry, and, most 
important of all, expense. As cottons are the thing of 
greatest interest to us all, we will consider it from the 
angle of summer. 

When you take stock of your summer clothes be- 
fore buying what you need, have you ever stopped to 
think which clothes you discard and which you keep? 
Probably the ones that you keep are the those that you 
liked so well that you couldn’t bear to let them go 
until they were worn out past hope. An the ones that 
you discard you never did like anyway, and you hoped 
when you were strong-minded enough to wear them, 
that you wouldn't be so unfortunate as to meet your 
dearest enemy. Now when you come right down to it, 
there is just one purchase that no woman can afford 
to make, no matter how much or how little she has 
to spend. That is the costume that she doesn’t wear— 
that just eats its head off in the closet. 


HIS is a much more interesting season of the year 


for us stylists than it is for you. All the big dress- 
(Continued on page 76) 
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C. W. Allroth, Los Angeles, took the $250 first prize with the 
top entry. Albert Wise, Jamestown, N. Y., captured second with 


the lower display. 


HAT originality can be discovered by virtue 
of a display contest was brought out strik- 
ingly in hundreds of windows entered in the 
Father’s Day contest sponsored by the Asso- 

ciated Neckwear Manufacturers. 

The subject-matter of the trims was limited to cut 
silk neckwear which usually receives but scattering 
attention at the hands of the displayman. As acces- 
sories, or in small units, they appear the year around, 
but it is only under pressure, such as a display con- 
test, that windows are devised that reveal the oppor- 
tunity for putting real sales power behind this profit- 
able line. 

Consider the entry by Carl W. Ahlroth, noted Los 
Angeles trimmer, which won the first prize of $250. 
Ties were exploited in considerable numbers, but they 
did not dominate the display. The controlling feature 
of this dramatic production was the sales urge, “Give 
Dad a Tie.” This is a real distinction, the distinction 
between merely proclaiming, “Here are ties; look ’em 
over,’ and suggesting an expression of affection for 
a parent. 

The mode of expression was a shadow box encased 
in a fabric covered frame so that the contents of the 
box were converted into the illustration for a gigantic 


W. C. Smith’s powerful series won a special 
third prise. The center shows beginning of in- 
terest; the base, purchase; the top, presentation. 


calendar. Below it was a huge calendar pad that, with 
the red circle about the date, completed the sales plea. 
Above the shadow box was the slogan of the spon- 
sors, “Father’s Day—Give Dad a Tie.” On both sides 
of the “calendar” were step displayers on which stands 
bearing ties were placed. 

Albert L. Wise, display manager of the Printz 
Company, Jamestown, N. Y., struck in the same direc- 
tion with the entry that brought him the second prize 
of $150. The sales urge of “affection” was missing, 
but for this was substituted the arresting spectacle of 
a cut-out message flowing from the loud speaker of a 
radio receiver. “Station DAD Speaking,” this out- 
lined “Give Dad a Tie, Father’s Day, June 16th.” 

Lothar Dittmar, Ernst Kern Company, Detroit, 
winner of one of the $50 fourth prizes, echoed the 
“affection” plea with a shadow box containing a junior 
figure beside a stack of “cubelites” bearing the slogan. 
Behind the lad was an enlarged desk calendar pad 
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Top, third prize, by M. Wolfson, Chicago; 
Center, fourth, L. L. Wilkins, Oklahoma City; 
base, by W. C. Smith, Wichita Falls, Texas. 


turned to “June 16—Father’s Day.” 

M. Wolfson, Klee Bros. & Company, Chicago, 
hammered home the significance of the day with a 
street scene showing a family group before a full-size 
poster board, which told its story in graphic fashion. 
As the illustration for the poster Wolfson shaped a 
shadow box with an oval outline in which a handful 
of ties was shown under a strong light. Units of 
neckwear were placed at both right and left of the 
poster board. 

Bob Hanson, of the Nelson-Moore Company, San 
Diego, and L. L. Wilkins, of the Kerr Dry Goods 
Company, Oklahoma City, won fourth prize awards 
with neatly constructed bits of publicity. Hanson’s 
offering was a three-unit arrangement of neckwear, 
the center group being placed before a silver panel 
which upheld a curved plaque with the legend 
“Father’s Day.” Ties mounted on stands were 
“stepped up” on the successive elevations of a pyramid 
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“Bob” Hanson, San Diego, Calif., won a fourth prize with the 
upper composition; the base was another fourth prize entry by 


Lothar Dittmar, Detroit. 






displayer covered with black fabric. Before a back- 
ground of dark fabric, Wilkins presented a family 
group of four figures flanked with two modernistic set 
pieces. Step displayers arranged in perfect balance 
were placed before these artistic accessories. In the 
center of the background above the heads of the 
figures was a scroll cut-out bearing the slogan, “Give 
Dad a Tie.” 

Contest conditions provided but one third prize. 
However, the judges unanimously tied W. C. Smith, 
of P. B. M. Company, Wichita Falls, Texas, with 
M. Wolfson, each to receive $100. 

Smith’s entry was a window of four simultaneously 
exhibited units which depicted the purchase of. neck- 
wear as a gift for dad on Father’s Day in sequence 
from inspiration to execution. The judges were of the 
opinion that Mr. Smith should have received first 
prize for his display considered as a group, but con- 
test conditions as issued made no provision for such a 
contingency, with the result that the third prize tie 
was awarded, and, in addition, the judges compli- 
mented Mr. Smith and gave him a special award of 
honorable mention for his conception, art and skill in 
execution and salesmanship shown in his splendid 

(Continued on page £2) 













The Status of Display in 


“Denmark 


By PAUL PEDERSEN 


Copenhagen, Denmark 


HAT is the status of display in Copenhagen? 

I am not a professional displayman, although 

I have charge of the five windows of my 

father’s shop. Consequently, my criticism 

must be accepted as the views of a layman tempered 

somewhat by my personal experiences. Having seen 

displays in London and Berlin, and also in the U. S. A. 

—I was there one and a half years and still keep in 

contact with U. S. display developments through the 

DISPLAY WORLD—I may, however, be able to 

analyze the condition of window advertising in my 
home city. 

Displays a few years ago and now are much differ- 
ent. A couple of years ago every store of any consid- 
eration along the main streets seemed to realize the 
great importance of modern exteriors. Old store fronts 
were changed into modern “Kawneer” facades, a!low- 
ing more space for displays. At a certain time it was 
quite an epidemic. The bigger department stores 
bought corner shops along the busiest thoroughfares 
and rebuilt them into modern show windows. These 
corners are some of the most expensive shops in Copen- 
hagen as far as rents are concerned. I very often 
wonder if these exhibits pay. But they are still there, 
and many fine displays are seen the year around. 


This shows that at least the larger firms know the 
value of display. No efforts are spared to make these 
displays, together with those at the store, as attractive 
as possible. Good taste in the choice of goods and in 
color harmony is shown. 


These windows will always mirror the season’s 
newest from Berlin, Vienna and Paris, and some of 
them are of very high standards. 


Backgrounds are much in‘favor. They are either 
made of wood or wallboard painted to harmonize with 
the articles displayed, especially when this is ready-to- 
wear articles, or they are made of fabrics, also har- 
monizing with the goods. 


Price tickets are used on all items; this is true for 
all stores. Very often you will find nice cards telling 
you a story of the merchandise and where it originates. 
As to lighting in the evening, I can say that the 
larger stores keep their lights on until eleven or twelve 
o'clock. 


Interior displays are much used, and at Christmas 
time special decorations are put up as holiday attrac- 
tions. Once inside the door it makes the patron sense 
the approaching Christmas and spurs purchasing. 
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believe most of the Danish displaymen receive their 

inspirations and ideas from German and French 
papers and trade journals, or by visiting Paris or 
Berlin. 

Last summer I had an opportunity to compare dis- 
plays in Berlin and Copenhagen. In one instance | 
found a display here that was based upon the composi- 
tions of the Tietz Co., a big popular price Berlin store. 
The idea used was the same, and it was quite natural. 
A trip to Berlin is rather inexpensive, and new ideas 
are always readily picked up. 


All this is true as far as the larger stores and a lot 
of the smaller ones are concerned. But for the majority, 
the shops with the many articles and wide range of 
merchandise and but one or two windows, matters are 
different. The manager cannot afford to devote a win- 
dow to but one item at a time. He wants to show his 
stock, and trims accordingly. His windows look the 
same all year around, with red or green ribbons at 
Christmas and Easter lilies at Easter. Even though the 
displays may be wholly neglected in but a few cases, 
on the whole much more could be done. 


I believe the main reason why standards aren't 
higher is that the business man hasn’t yet fully realized 
the value of his windows. As soon as they do they 
make haste to improve them. 


Another factor—contests are rare. Contests make 
competition and competition makes you work. As far 
as I know, we have had but two contests recently, and 
these were for non-professionals, being arranged by a 
sales people’s association. As I am in that class |] 
entered the contest with a ladies’ wear trim and was 
lucky enough to win a first prize, a nice silver cup and 
a diploma. This accomplishment was noted in a locai 
paper and also heralded in our advertising, and it 
brought many people to the store. It was, no doubt, 
a good recommendation and made many people feel 
more confidence in our suburban store, because we had 
proved our mettle in competition with the downtown 
business houses which had participated in the contest. 


I have read with interest the Russell articles on 
windowcraft in Berlin, London and Paris. I am not 
surprised at his impressions, though I had suspected 
Paris to be considerably better than Berlin and London. 
But I never was in Paris and I don’t know. I suppose 
Russell was never in Copenhagen; if he was it would 
be interesting to hear his opinion of our windows. 


We have yet much to learn, and American display- 
men could undoubtedly teach us more than anyone. 
But I do not exaggerate when I say we are progressing. 

This is my view on display in Copenhagen as it is 
now. Outside of the city not much stress is laid on 
window decoration. Perhaps there are a few excep- 
tions in the larger cities such as Odense, Aarkus and 
Aaborg, but I don’t know much about their standards. 

I am glad to express my appreciation of the es- 
teemed DISPLAY WORLD. It is of great help to 
me. I often copy cards and backgrounds and always 
receive inspiration from the articles. It widens one’s 
horizon, and it is necessary for a displayman, if he 
wants to make good, to know what they do in other 
countries. 
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ec or the best Congoleum Rug windows 
feat, luabl i f Il oth 
iaeity o«- vValuabie prizes ror ail other entrants 
nge of 
rs are 
a wiltl- 
ow his 
ie the  eamactonnnevumesogsn Inc. is offering $2475 in cash prizes for window displays featuring gen- 
ons at vine Congoleum Rugs. This is an unusual opportunity for displaymen to kill two birds with 
gh the One stone:—secure a substantial reward for themselves and at the same time boost business 
cases, for their stores. 

Everybody has an equal chance—small stores as well as large. Entrants will be divided into 
aren't three groups: 1. In towns under 10,000 population. 2. In cities of 10,000 to 50,000 population. 
salized 3. In cities over 50,000 population. To each group the following cash awards are offered: 
> they ist Prize . . $150 5 Honorable Mentions 

‘ of $50 each . . $250 

make and Prize. . $100 $5 ; $ 
i, 10 Special Prizes . . 
y, and 3rd Prize . . $75 of $25 each . . $250 ° 
1 by a 


In addition, every contestant not winning a cash award will receive a valuable consolation prize: 


aie the choice of either an Ansco Camera or table silver in Wallace Silver Plate. 
ae Rules and Conditions 

oe ia Every window display MUST feature five special Congoleum Display Cards, which will be sup- 
doubt. plied free. Merchandise shown must be Gold Seal exclusively. 

e feel Every window display must be on view for not less than one week, between September 26th 
ve had and November 2nd, 1929. 

ntown Dealers entering this contest must have had Congoleum 

ontest. Gold Seal Rugs or Floor-Covering in stock or on order 

les on prior to the date of the announcement of this contest 

m not (August 15th). 

pected Every window display to be entered in contest must be 

yndon. photographed. Every photograph must be accompanied 

ippose by the official entry blank. 

would 

fc Be Sure to Enter Contest 

splay- This big contest is too good a thing to pass by—a chance 

we ca to win a cash prize and increase your reputation at the 

Ssing. same time. Check up today with your Merchandise Man- 

S it is ager to learn whether your store is eligible, then write our 

id on nearest office for the set of free display cards, the official 

>XCep- entry blank and full information. 

s and 

— CONGOLEUM-NAIRN INC. 

1e es- 

elp to General Office: KEARNY, NEW JERSEY 

lways New York Philadelphia Chicago Boston Pittsburgh 

one s Minneapolis Kansas City Dallas Atlanta 

if he Detroit New Orleans San Francisco 
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Furniture and the Window’s Dimensions 


Creating “Home” Atmosphere in Spaces of Maximum Depth— 
How the Shallow Window Affects Decorative Methods 


ERE is a contrast of the uses of deep and shal- 
low windows. In one instance is revealed 
the artifices of an able decorator handicapped 
for artistic effects; in the others the means 

of bringing up the values of suites when space is 
limited. 

Lawrence Riesenbeck, display manager for the 
Alms & Doepke Co., Cincinnati, reserves two corner 
windows each week for displays of furniture. One 











of thesé is for the upstairs furniture shop, the other 
for the basement department. Both of these have high- 
grade, permanent backgrounds which, however, are far 
from suited to the requirements of furniture when 
shown in room arrangement. To overcome this diffi- 
culty the crafty decorator has resorted to a covering of 
harsh green fabric which closely resembles the burlap 
wall surfacing frequently employed. This is hung 
around the back and side walls of the principal corner 
window and here two suites are 
usually shown. One of these is 
generally for a dinning room, 
the other a living room, or bed 
room. No dividers are used, 
the corner junction of the plate 
glass serving as an imaginary 
line of division. 

From the angle of this arti- 
ficial boundary with the back- 
ground trims are effected in two 
directions without any apparent 
gaps or breaks in the unity of 
the decoration. 

The big household furnish- 
ings section of the Lazarus Co., 
Columbus, Ohio, embraces a 
building of its own and has a 
battery of windows large 
enough to consume the time of a 
display department of moderate 
size. However, these windows 
are. trimmed by the same staff 
that services the remainder of 
the department store. A num- 
ber of these spaces are shallow 
affairs designed to attract the 
motorist as well as the pedes- 
trian. The technique of trim- 
ming followed in their decora- 
tion is to place a colorful back- 
ground behind the featured 
furniture and thus force it up 
into attention by strong con- 
trast. Display Director Mat- 
zer illustrates his methods in 
the accompanying illustrations. 











Lawrence Riesenbeck’s corner 
display is shown in the upper 
illustratian. Below are two in- 
stallations by A. A. Matzer, 
Lazarus Co., Columbus, Ohio. 
Bright fabric backgrounds in 
color schemes of blue and 
purple bear up the handful of 
pieces presented in each sec- 
tion. The number is restricted 
to enable easy inspection. 
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GET READY FOR CHRISTMAS 


Colorful, Cheery, Magnificent Ready-to-Letter 


HOLIDAY SHOW CARDS 


The LACKNER 1929 line of ready-to-letter show cards are the finest 
ever offered. They are a quality product, designed and produced for 
the country’s leading retail stores. In past years they have proven their 
superiority over competitive and inferior lines. Yet they are so 
reasonably priced because of volume production. 


Fifteen beautiful designs to choose from in every size from price tickets 
to half-sheets. They are made of best show card stock, processed in 
from three to five colors, including gold and silver. Two designs are 
in the modern style, and all are the finest Christmas show cards you 
ever saw. 


Highest Quality --- Multi-Colored --- Exclusive Designs 


Catalog in colors showing all designs and complete price list will be 
sent to stores only. Designs will be confined to one large store in your 
city if your order is placed promptly. Write for your copy today— 
it’s free. 


LACKNER PRINTING COMBANY 


Pioneer Manufacturers of Ready-to-Letter Christmas Show Cards 


21 W. Pearl St., Lackner Bldg., Cincinnati, Ohio 


This reproduction of one of the new modernistic designs can give you but a meager idea of its exquisite colors and beauty. 
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Stuffed penguins and molds of seals impart arctic 
atmosphere to ths refrigerator window.  Cubeiiies 
fashioned into cubistic figures further it. 


MONG my studies of displays I have made electric 

refrigeration one of research specialization the past 

few years for many reasons, namely, to be up to 

time, or, if possible, steps ahead and ready for the 
opportunity and demand to give an efficient and productive 
service that will be required of my profession. 

Realizing the modern marvel of convenience that elec- 
tricity has brought mankind, I set about gathering data and 
pictures of everything and anything pertaining to ice, cold, 
and the elements, and by now I have quite a collection, to 
which, of ¢course, I am always adding. I have gathered from 
magazines of every kind, newspapers and pamphlets, including 
DISPLAY WORLD, and I have books and pictures on the 
subject. 

I am always visualizing a “cold” display, frequently study- 
ing materials on hand, adding, multiplying, dividing and sub- 
tracting them, asking and getting other people’s views, listen- 
ing to suggestions and taking note of practical and con- 
structive features. I am quite prepared for refrigerator dis- 
plays, but never feel that I am finally set. One cannot think 
of everything, nor of a good or right thing always at the 
right time, nor be able to get the right thing always at the 
right time and price. As the old, old lyric goes, “Two Heads 
Are Better Than One,” in this present day artd age of dis- 
play merchandising (in fact, all kinds of merchandising, but 
I only want to speak of my line) many minds are necessary 
to produce and keep producing sales-getting displays, and 
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How I Find Ideas for 
i  ®. L i” 


‘Displays 


Frigidity Is the Merchandise of the Mechanical 
Refrigerator and It Is the Displayman’s Task 
to Visualize It 


By PAUL W. KLOERIS 


Display Manager, Union Electric Light & Power Cu., 
St. Louis, Mo. 


the larger the display force, the greater power behind the 
displays. This is generally proven by the size of the display 
siaff of the department stores which must become larger and 
which will have to do more specializing on different lines 
now that they have gone in for extraordinary shops and are 
making a specialty in most every line. 

My file, comprising the picturesque, historic, geographic 
and astronomic clippings, articles and rough sketches of my 
conceptions is always ready. When I get the order for a 
refrigeration show display, I call in artists capable of making 
such displays, bring out the file, explain the layouts, and 
ask for an illustration and a letter incorporating the methods 
of making with their respective prices. 

When the kind of display and method to be employed 
have been approved, and it happens to be a local concern (in 
this case it was the Champion Papier Mache Works) I spend 
much of my time in the maker’s studio working with him. 
This has proved a very satisfactory arrangement and enables 
other minds to get into the work. 

Both the background and surface ice of the 1929 display 
were painted according to nature. The ice cakes, on which 
rest the seals, were made of plaster on a wire form. Under- 
neath the ice cakes and the overhanging formation of back- 
ground ice were light bulbs, giving an idealistic illumination 
at night. The large head moved in a half circle from side 
to side, and the pupils of its eyes were yellow bulbs tnat 

(Continued on page 76) 





A great moving papier mache head with electric eyes flashing riveted attention at a St. Louis exposition. 
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PRIZE AWARDS 


by the Judges of the International Register Co. Window Display Contest, at the 


1929 Convention of the International Association of Display Men 
First Prize: J. A. Poteet, Dallas, Texas. 


Second Prize: L. D. Eckenrode, Display Manager, Detroit Edison Co., Detroit, Mich. 


Third Prize: Bruce Phenix, Display Manager, Perkins Bros. Co., Paris, Texas. 
Fourth Prize: John Earl, 59 St. George St., Liverpool, England. 
Fifth Prize: H. H. Luber, Display Manager, The Killian Co., Cedar Rapids, Iowa. 





in this publicaton. Watch for them. 
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Sixth Prize: H. Wilbur Denius, Display Manager, L. L. Stearns Co., Williamsport, Pa. 
Note: Other reproductions of the Prize Winning Displays will appear from time to time 
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Presenting the 
Grand Prize Winner 


of International’s 
Window Display Contest 


A most wonderful piece of work in conception and execution; and it 
confers upon its producer, Mr. J. A. Poteet, Decorator and Exhibition 
Contractor, Dallas, Texas, the signal honor of winning the International 
Register Company’s Grand Prize at the 1929 Conventian of the Inter- 
national Association of Display Men, held at Chicago. 


Mr. Poteet, in presenting this display, the exhibit of the Texas and Pacific 
Railroad at the State Fair of Texas, wrote as follows: 


“All ornaments on background cut with the new Cutawl. Some are several 
thicknesses of beaverboard. In some cases the modeling is slightly accented 
with an overlay of compo. Locomotives on back done in like manner. 
Miniature skyscrapers, industrials, bridges, derricks, etc., cut with the new 
Cutawl from cardboard, in many instances where necessary four or five 
thicknesses being cut at one time. All lettering, including large 10 ft. 
panels at ends, cut with same machine.” 


You will agree that here indeed is a remarkable illustration of the supe- 
riority of the Cutawl for cutout work. No matter what the nature of the 
job—a simple sign, a finely-wrought background, a comprehensive display 
~—the Cutawl not only cuts with speed and ease, but also assures a degree 
0! accuracy almost uncanny. 


Think of the greater earning possibilities this marvelous 
tool—portable and wholly self-contained—opens up for 
you. Write for detailed information about our 10-day 
Free Trial Offer. There is no obligation. 


The International Register Co. 
1} South Throop Street Chicago, Ill., U. S. A. 
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100 ft. long— 
: i 20 ft. wide— 
f° tf j 15 ft. high. 


Details of Display 
As Furnished by Mr. J. A. Proteet 


The platform layout endeavors to depict in a general 
way the entire route, with representative countryside 
and cities, served by the Texas and Pacific Railroad. 


Any one familiar with the skyline of New Orleans, its 
eastern terminus, will at once recognize the ‘Crescent 
City” at the extreme right, with its docks and quaint 
French district. The city at the left end is El Paso, 
composed of the outstanding features of its business 
district, etc., against Mount Franklin. Across the Rio 
Grande just a suggestion of Juarez is shown with its 
adobe houses. From left to right the intervening cities 
are Ft. Worth, surrounded by its cattle country. Dallas, 
are Ft. Worth, surrounded by its cattle country; Dallas, 
toward the back you will note Texarkana, a flourishing 
little city well backed up by a fertile farming district. 


Some of the smaller towns are merely indicated by 
depots, while many others were completely crowded 
out for lack of space. However, where any building at 
all occurs it is as near a facsimile as seemed practicai. 
Some license was taken, of course, as to scale, etc., in 
order that the completed whole would make a pleasant 
picture suggesting the cities rather than attempting 
the impossible by making everything absolutely photo- 
graphic. 


Quite a bit of thought was devoted to the landscape, no 
opportunity being overlooked to create a pleasing con- 
tour clothed in vegetation incident to the particular 
localities represented, and, above all, a clean, crisp 
color was maintained and so blended into the scenic 
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background that it seemed one vast panorama. 
a 








Dimensions of Display 








HE spirit of modern organized display has 
been well phrased in the keynote theme that 
will dominate the six sessions at the conven- 
tion of the Pacific Coast Association of Dis- 

play Men, to be held at Portland, Oregon, September 
23, 24 and 25. 

The keynote ‘theme, which finds its echo in the 
various addresses of the three days’ session is, “The 
Function of Modern Window Display in Securing In- 
creased Merchandise Turn-Over and the Coordination 
of Window Display with Other Forms of Advertising.” 

In establishing this theme as its convention keynote 
the Pacific coast convention of displaymen promises 
to present a remarkably clear statement of the prob- 
lems of modern display in its relation to retail selling. 
The same solution of the problems will be found evi- 
denced by the close relation between the different ad- 
dresses and the capability and prestige of the men 
selected to make them. The Pacific Coast Association, 
known for its aggressiveness in business and its willing- 
ness to face the facts revealed by an impersonal analy- 
sis of its business problems, boasts of many from 
whose number the committee in charge of the conven- 
tion program has carefully selected the best talent pro- 
curable. E. R. Schmidt, of the Knight Shoe Company, 
Portland, Ore., in charge of the program, expressed 
the belief that through securing the services of these 
speakers the Portland convention will present many 
new ideas that will not only “pep up” the sessions, but 
be of genyine permanent value to the men who plan to 
attend this record-breaking session. 

The innovation of open forum discussions after 
every address is expected to create even more interest 
in the program. Every delegate will be encouraged to 
participate in the meetings, 

The part that women play in the business world has 
not been overlooked in preparing the convention pro- 
gram. Realizing that women spend the largest per- 
centage of every dollar, an advertising woman of Port- 
land and a stylist of New York are presenting the 
women’s idea of window buying. 

Contests are always looked upon as one of the most 
interesting features of a convention. The photograph 
and show card contest and the competitive window dis- 
play contest will allow every member to participate. By 
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By EDMUND 
BECHTOLD 








the publicity sent to the coast displaymen to arouse 
interest in the contests, there should be a great deal of 
enthusiasm. 

Never before in the history of the association have 
such elaborate plans been made for the competitive 
window displays. Three beautiful show windows, in 
highly modernistic style, will be installed in the conven- 
tion assembly hall. These windows, combining metal 
and fabric in the most modern manner, will furnish 
artistic settings for the trims. 

The six competitive displays, two each day, will 
show the best in decoration. Valuable prizes have been 
donated by firms whose merchandise is displayed. The 
grand sweepstakes prize, a large silver trophy cup, 
donated by Henry Birks & Sons, Ltd., of Vancouver, 
B. C., will be presented to the contestant scoring the 
highest number of points in the competitions. 

Judging from the large number of reservations for 
sample display rooms at the Portland Hotel, most of 
the better lines of display equipment will be represented. 
As previously announced, display booths on the con- 
vention floor have been eliminated. 

Not being satisfied with procuring the very best of 
speakers for the program, the convention committec 
has arranged for every form of entertainment. The 
privileges of the beautiful Alderwood Country Club are 
offered delegates who desire to play golf. The enter- 
tainment sessions of the convention will get off to a 
flying start at a stag banquet on Monday evening, offer- 
ing most unusual entertainment. The women will be 
entertained at luncheons, a tea, theatre parties and auto- 
mobile trips. The piece de resistance is, naturally, the 
grand ball on Tuesday evening. Elaborate entertain- 
ment is being provided. On Wednesday after noon all 
the glories of Portland’s world-famous Columbia River 
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Highway will be shown the convention guests. As a 

fitting climax to that event a five-course dinner will be 

served at Chanticleer Inn, one of the charming hostel- 
ries on the Columbia Highway, whose verandas com- 
mand a view of the Columbia Gorge for many miles. 
The program of the three-days’ sessions follow in 

detail. 

SUNDAY, SEPTEMBER 22, 1929 
3:00 p.m. to 9:00 p. m—Registration. 

MONDAY, SEPTEMBER 23, 1929 

Morning 

8:00 a. m—Regisiration. 

Jantzen bathing suits competitive window trims to be in- 
stalled by ten o’clock. 

10:00 a.m.—Formal opening of convention. Call to order by 
A. O. Hewitt, president of the P. C. A. D. M,, 
display manager of Ben Selling, Portland, Ore. 

10:05 a.m.—Invocation, Rev. Harold L. Bowman, D.D., First 
Presbyterian Church, Portland, Ore. 

10:10 a.m.—Singing of “America” ‘and “God Save the King” 
by assembly. 

10:20a.m—Welcome by Hon. George L. Baker, mayor of 
Portland. 

10: 30 a. m.—Response. 

10:40 a. m.—Introduction of association officers. 

10:50 a. m—Entertainment. 

11:00a.m—Keynote address (subject not yet definite) by 
George L. Phillips, president and general man- 
ager. The Palace, Spokane, Wash. 

11:30 a.m.—Announcements. 

11:45 a.m.—Presentation of awards for Janizen bathing suit 
display. Comments of judges. 

12: 00 noon—Adjournment. 

12:15p.m—Luncheon at Portland Hotel; Charl.s F. Berg, 
chairman. 

Afternoon 
Gotham silk hosiery competitive window trims to be in- 
stalled by two o'clock. 

2:00 p. m.—Call to order. 

2:05 p. m.—Entertainment. 

2:15 p.m.—Inspirational address, “The Displayman, His 
Qualifications and Function in Modern Mer- 
chandising,” by Phil Ditter, president of Ditter 
Bros., Yakima, Wash. 

2:45 p.m.—Open forum discussion. 

3:00 p.m.—Address on “Modern Art in Display Advertis- 
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ing” by Errol Proctor, of Crossley & Failing 
Advertising Agency, Portland, Ore. 

3:40 p.m.—Discussion of Mr. Proctor’s address. 

4:00 p.m.—Presentation of awards for Gotham silk hosiery 
display. Comments of judges. 

4:15 p.m.—Adjournment; inspec.ion of exhibitors’ displays. 

Evening 
: 00 p.m.—Stag banquet at Portland Ho‘el. 


TUESDAY, SEPTEMBER 24, 1929 
Forenoon 
Jacobs Oregon City Woolen Mill's men's wear competitive 

window trims to be installed by ten o'clock. 

9 to 10a. m.—Inspection of exhibitors’ displays. 

10:00a m—Call to order. 

10: 05 a. m.—Entertainment. 

10:15 a.m.—Address, “Display a Factor in Building Profits,” 
by speaker to be announced. 

10:45 a.m.—Discussion of foregoing address. 

11:00a.m.—Address, “Creating Backgrounds and Atmosphere 
Which Sells ‘Merchandise,’” by W. G. Purcell, 
president of Oregon Artists’ Association. 

11: 40a.m.—Open forum discussion. 

11:55a.m.—Presentation of awards for Jacobs’ Oregon City 
Woolen Mill’s men’s wear display. Comments 
of judges. 

12: 00 noon—Adjournment. 

12:15p.m.—Luncheon at the Portland Hotel. Charles F. 
Walker, chairman. Address, “Merchandise Pre- 
sentation at Point of Sale,” by W. L. Stensgaard, 
past president of I. A. D. M. 


Afternoon 
J. D. Booth & Son ladies’ ready-to-wear competitive win- 
dow trims to be installed by two o'clock. 

2:00 p. m—Call to order. 

2:05 p. m—Entertainment. 

2:15 p.m—Address, “Windows from a Woman’s View- 
point,” by Miss Sorena Rohan, advertising man- 
ager of Charles F. Berg, Portland, Ore. 

2:35 p.m.—Discussion of Miss Rohan’s address. 

2:50 p.m:—Joint address, “What the Merchandise Manager 
expects of the Display Man,” by J. V. Hopkins, 
of Olds, Wortman & King, Portland, Ore., and 
“What the Display Manager Expects of the 
Merchandise Manager,” by H. D. Nickel, display 
manager, The White House, San Francisco, Cal. 

3:20 p.m.—Open forum discussion. 

3:35 p.m.—Nominations for convention city and officers. 

3:55 p.m.—Presentation of awards for the J. D. Booth & 
Son ladies’ ready-to-wear display. Comments 
of judges. 

4:00 p. m—Adjournment; inspection of exhibitors’ displays. 

Evening 
8: 00 p.m.—Banquet and grand ball at the Portland Hotel. 


WEDNESDAY, SEPTEMBER 25, 1929 
Forenoon 
Hardeman hats’ competitive window trim to be installed 
by ten o’clock. 

9 to 10 a.m.—Inspection of exhibitors’ displays. 

10:00 a.m.—Call to order. 

10: 05 a. m—Entertainment. 

10:15a.m.—Address, “Determining the Selling Power of 
Windows,” by Earl Bunting, of Earl Bunting and 
Associates, marketing counsellors, Portland, Ore. 

10:40 a.m.—Open forum discussion. 

10:50 a. m—Address, “Forming Buying Habits Through Dis- 
play Psychology,’ by Edmund C. Bechtold, of 
Edmund C. Bechtold and Associates, advertising, 
Portland, Ore. 

11:10a.m.—Open forum discussion. 

11: 20a.m.—Address, “Creating Style Consciousness Through 
Window Display,” by Mrs. Gladys Sutphen Kip- 
plinger, stylist for Holeproof Hosiery Company, 
New York City. 

(Continued on page 55) 
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Top, a jewelry 
sland wiih @ 
shelf resting on 
three metal 
shafts ; 
base, 

a “terraced” 
effect of silver 
and lacquer. 





ROM Paris come aew bits of display finery 
with the distinctiveness and the eclat of the 
boulevards. A delicacy of line and a fineness 
of finish marks these products of the French 

studios fitting them for introduction into the most ex- 
quisite window creations of America’s outstanding stores. 
One of them, for instance, is a simple little glove 
stand with three arms from which these fascinating 
accessories of milady’s costume are exhibited. It rep- 
resents geometry in display for every feature of its 
form reflects the contribution of the draughtsman. 
From a staunch rectangular base three arms rise like 
the ribs of a fan. At the top of each is a triangle 
with its apex inverted to rest upon the arm. These are 
the segments which serve as the glove drapes. Through 
the notches provided by these triangular frames the 
gloves are pushed. The fixture is finished in silver 
and is a product of the “House of Siegel.” 
Another is an evident application of the terrace 
to display’stands. It is a silvered metal shaft from 
which project three arms or shelves finished in black 
lacquer. These stands are particularly susceptible to 
expositions of shoes, bags, jewelry and varied smail 
wares. There is a smartness about the combination 
of black and silver that grips the eye. There is a style 
about the composition that bespeaks quality. There is 
definite atmospheric value in its inclusion in windows 
exploiting particularly attractive bits of metal, leather 
or ceramics. 
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From Paris Come New 


CIXTURES 


Combinations of Metal and Lacquer Originated 

by the Designers of the French Capital Possess- 

ing a Delicacy of Line and Finish That Fit 
Them for the Most Fastidious Displays 


Jewelry has its inning in the advent of another 
stand involving a glass shelf resting upon three slender 
metal shafts. The whole is formed upon a strong base 
of silvered metal superimposed upon a more bulky 
block of the same material. 

And not least in interest to every trimmer of yard 
goods is a new method of draping which imitates in 
its arrangement of the fabrics the flow of bolt material 
through the mangels of a machine. It may be that the 
designer had in mind the cperation of a modern rotary 
press such as is used in the great dailies of the world. 
It may be that he had found his inspiration in the evolu- 
tion of paper from pulp. But whatever his pattern 
ihe resemblance of the draping fixtures to the rotary 
elements of a great machine is unmistakable. 








A new concption 
of glove 
stands is seen 
in the uper 
ilustration. 
Its appeal lies in 
geometrical 
synunetry. 
Below is a new 
drape 
symbolizing 
machine 
processes. 
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FREES 


this New 
24-Page 
Display 
Booklet 


























NY displayman would be glad to pay $1.00 or 
more for this invaluable aid in the creation of 
original, attractive and sales-compelling win- 

dow, counter and show case displays. 


This new book, printed in color and bound in a strik- 
ingly beautiful metallic cover, illustrates 25 actual 
window, counter and show case displays featuring 
merchandise of practically every classification. It also 
describes the manifold uses of 


LTTE 


display units 





These absolutely Moderne units are beautiful in the 
extreme. One surface of each unit is in metallic gold, 
the other in silver. Complete displays can be made in 
either color or in a combination of them both, with- 
out the use of other display fixtures. The flexibility 
of Futura is almost limitless—thousands of totally This Coupon 


different display arrangements can be built with ease. 


52-PIECE SET, $35.00 Will Bring Your Copy! 


If you are on the alert for 
new ideas and inexpensive 
display material, this book 
is what you want. 


Never before have display units of character been 
offered at a price so low. Futura is worthy of the 
finest establishment and merchandise. Units are ac- 
curately made and will bear weights up to 150 pounds. 
The Schoepfel talc 


2834 Beekman Street, 
Cincinnati, Ohio. 





JOBBERS, WRITE FOR PROPOSITION 


Wn ibn 
THE SCHOEDFEL CO. Wain ee cepa dee | 

Se ee See Seles d ketene Man ae Cost os casos 
2834 Beekman Street Cincinnati, Ohio 
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Timely Window Settings Designed By H. H. Riegel 


Display Manager, Wolff & Marx Co., San Antonio, Texas 
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Much the same mode 
is employed in this 
set piece. However, 
in this case the panels 
at the rear of the 
base are lapped before 
fastening to this sup- 
port. The center pancl 
is fastened to the 
front and the black 
arc and half circle 
are appliqued. Metal 
decoratives grace this 
unit, as well as the 
capitals of the flank- 


ing columns. 





In the designs for set 
pieces Mr Riegel pre- 
sents this month he 
lays stress on metal 
moldings for fabric 
and patent leather 
panels. Wallboard 
nailed to bases of one 
inch strips constitutes 
the body and fabric 
in silver or gray the 
covering. The column 
and arc are in black 
with silver metalloid 
trimmings. 
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DISPLAY 
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This contest is open to merchants carrying Kayser hosiery through- 
out the United States. The size of the shop, its location or size of the 
to he ju al Jes window will have no influence on the awarding of the prizes. The 

prizes to be given to the store to be distributed to the Display man- 
ager, Hosiery buyer, employee’s fund or local charity according to 


the wishes of the individual store. 


RULES OF THE CONTEST 


The contest opens September 15th. 

All photographs must be in by November 15th. 

Only Kayser Hosiery to appear in display. 

Artistic window display unit to be sent prepaid on request. 

All contestants must use this unit. 

Contestants may submit one or more displays. 

Only one photograph for each display. 

Ist prize . . « $1,000.00 Photographs of display or displays to be sent to Advertising Manager, Julius Kayser 
2nd prize SR oe 750.00 & Co., with slip attached bearing contestant’s name and address. (Do not write on 


Sid oat 5 reverse side of photographs). 
a Pee ees 00.00 All contestants will be reimbursed $3.00 cash each for photographs. 





4th prize. . * 250.00 Contest to be judged solely on selling appeal and artistic quality of the display. 
5 prizes . . (each) 100.00 This contest is restricted to merchants who had Kayser Hosiery in stock or on 
5 prizes . . (each) 50.00 order at the time of the first announcement of the contest. 


NOTE: Those joining contest address request for display unit to: 


ADVERTISING MANAGER 


JULIUS KAYSER & CO. 


353 FOURTH AVENUE NEW YORK CITY 
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Where the Art is in 


eWlodernism 


By WILLIAM ALARCON 
United Display Service, Tic., 
Chicago, Il. 


“Fine art is that in which ~ ane, the head, and the heart 
of man go together... .”—RUS 


“Painting is the conveyance of ar and feeling by color 
and form. Words do the same with form and without color, 
but all painting that is simply form and color without thought 
and — feeling behind it is not artistic work, but artisan 


work... .’—HENRY WARD BEECHER. 


RT has developed rapidly. Since the advent 
of impressionism the conception of form has 
been practically changed; color techniques 
have been altered to open a highway for the 

abstract. It is a development that was to be. expected 
as science began tc dominate the fieids of human 
activities. 

Unfortunately for some but fortunately for the 
artist and thinker, the progress of art has been too 
swift, and is perhaps fifty years ahead of most people, 
and perhaps a century ahead of many others. 

What is called modern art is not a hazy dream nor 
the conception of an addlepated visionary, but a reso- 
lution of the interpretation of form and line to its 
simplest and least adorned expression. In any produc- 
tion, no matt:r what it is, if we find creative originality 
mirroring Nature or her attributes, we discover art. 

Art has no limits, no homeland, no barriers. Art 
is infinite. The test of its presence does not rest with 
the masses. The average conservative blindly turns 
against anything new and scorns everything that he 
cannot immediately comprehend. That is the reason 
why modern art is not fully understood. 

Manet and his followers marked the beginning of 
the “modern” period, casting off tradition and ven- 
turing into new forms for the expression of their 
genius. Artists who have succeeded them are no longer 
simply trying to depict their subjects as viewed casually, 
but to arouse in the viewer a sensation provided when 
the subject is seen under certain external influences. 

These are creators who feel that the most interest- 
ing element of their efforts is appeal to an intellectual 
group with the capacity to grasp the subtleties of a 
theme expressed in possible combinations of form and 
color aside from authentic reproduction. 

If the classic art requires conscientious devotion to 
form, composition, and color, plus delicacy and emotion, 
modern art requires more. Knowledge of the sciences 
is a primary requisite, and the more thorough the back- 
ground of this knowledge the greater is the appreciation 
of art moderne. If you possess the artistic sense essen- 
tial to the recognition of originality, individuality, cre- 
ative power, etc., then you will be able to analyze a com- 
position, resolve it into complete simplicity and con- 
struct from its fundamentals an abstract design with 
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attractiveness and magnetism which will appeal both to 
the connoisseur and the mass. The reason for this 
strength is that you as a designer knew what you were 
doing, had an essential idea and developed it in acord- 
ance with natural law and the sciences. The difference 
between such a composition and that of the fakir is 
that the latter’s work has no meaning. The “art” in 
“modern art” is to keep your own personality, create 
something that will last, which, perhaps, will not be 
understood by many, but will attract all. 

Where is the art in modern art? May I ask, 
“Where is the art in classic art?” How many thousands 
of people pass by beautiful pictures in the galleries of 
the Louvre without even stopping to look at them! 
How many people attend concerts, and, hearing the 
music of Beethoven or Bach, go to sleep! Can you 
blame, Goya, Leonardo da Vinci, Tintoreto, Bach, or 
Beethoven, for that? Have you ever studied one of 
the designs of the great modern artist, Picasso? 

Well, as some one has said, you find a conglomera- 
tion of circles, triangles, lines, forms in shades and 
shadows. Can you fathom the puzzle? Yet you are 
gazing upon a masterpiece of modernism with a world 
of meaning to students of modernism. The foundation 
of the design is a guitar in a certain position bathed in 
a radiant light which is developed with geometrical 
forms showing the effect of light upon mass—the 
transition of light through mass to mass. But you will 
not be able to find anything artistic about it if you do 
not sit down and study the design perhaps for hours 
and with a well-trained and culturally fitted mind. It 
is just the same as the spectator at an exhibition going 
from picture to picture without stopping, merely glanc- 
ing at the figures to determine if they are pleasing to 
the eye. 


OME years ago in Paris I went to one of. the gal- 
leries and saw a canvas of Giraud, the modernist. 
It was “The Last Supper.” I stood there for many 
hours. I could not realize the force of that picture 
until I began to study it. It was a modern conception 
of the “Last Supper.” The apostles were there in 
cubistic forms, presented so carefully that each charac- 
ter and personality was brought out. In shades of 
gray the artist had created a cold, depressing environ- 
ment expressing the sorrow and silence of that historic 
night. 

What a contrast that composition makes with the 
“Last Supper” by Leonardo da Vinci, who, with deli- 
cacy of color and form, produced a picture pleasant to 
look at and admire. By comparison the canvas of the 
modernist is individualistic and original. Working 
with brute forms, he created a powerful symbolization 
of his theme—he did not attempt to depict it. 

Perhaps I have gone too far afield in this discussion 
of art insofar as the subject matter applies to display. 
However, I feel that I must lay a foundation for my 
conclusions. 

And these are that the window man, like fellow- 
designers in other fields, must keep abreast of art with- 
out losing his grip upon realities. To obtain the idea 
for a setting is not difficult, and it certainly is not neces- 
sary to “walk a railroad track” to acquire it. Modern- 

(Continued on page 51) 
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mae MULTI-CUT 


aj- 

st. -~ FOR CUTTING WALLBOARDS, WOOD, 

re PACKING, PAPER AND LINOLEUM 

> A portable electric tool designed by engineers with years of expe- 
aC rience in building precision machinery to give this machine long life 
4 and freedom from breakdowns. 

- Built of drop forgings to S. A. E. specifications. Aluminum alloy 
the body to give lightness and strength. Tested electrical equipment. All 
i- of rugged construction. 

to 

‘a Price with Wrench and Five Cutters_______.- $90.00 

ion Long Stroke Attachment for Wood %” Thick, extra 5.00 

- Caen (ae, ote. es Dae ala 5.00 

ay. 

my 


7 Portable Electric Tool Company 


fea 67 WALNUT STREET FITCHBURG, MASS. 






































A background devised primarily for a candy trim. 
It is easily installed and 1s strong in attraction 
power. Shown with and without goods. 


UR window for this month comes as an an- 
swer to numerous requests for a candy trim 
that is both simple in design and effective 
in selling. But even though this is a display 

for candy it need not necessarily be applied to that 
item alone. This background can be used very nicely 
with toilet articles, ice cream, or other lines of mer- 
chandise of a light nature. 

The feature of this trim is that it can be placed 
in a very short time and holds up well even after three 
weeks of service. The real measure of the back- 
ground’s attractiveness cannot be determined by the 
accompanying photos, due to the lack of color, but 
one needs only to use his imagination to know that 
this design, done in good combinations, cannot fail to 
draw attention. 

The first step to be taken in trimming this win- 
dow is to cover all the solid walls with a light, neutral 
shade of crepe paper. A yellow sand, or white, can 
be relied: upon to look well with almost any other 
colors. To cover the solid walls with crepe paper pro- 
ceed in the following manner: Take a full roll of 
paper, fold to find the center, and cut in two. You 
will then have two pieces each five feet long. Take 
one of these pieces and wrap the end around a piece 
of heavy cardboard or stick and tack along the ceil- 
ing. Allow the remaining end to drop to the floor. 
Roll another stiffener in at the bottom end, stretch 
down to the floor, and tack. Proceed in this manner 
until all the solid walls have been covered. 

The next step is to place the sprays of tubes 
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or to Trim With 


(°repe “Paper 


By PAUL R. PEARSON 
Pearson Art Trims, Ashtabula Harbor, Ohio 


which form the major part of the decoration. These 
tubes are made in groups consisting of a whole width 
of crepe, thereby reducing the amount of work to a 
minimum. Start placing the tubes at the sides, grad- 
ually working in to the center. The center spray 
should be placed last because, in many cases, the door 
of the window is at this point and the trimmer can 
finish up his job without going back into the window 
and disturbing what he has placed. To make the tubes 
proceed as follows: Take a full roll of paper and cut 
in two. This gives you two pieces as in the preceding 
instance, each five feet long. Take one of these pieces 
and fold the bottom end up to within three inches of 
the top. (This three-inch margin is left for stiffener 
and tacking strength). Fold and refold what remains 
of the strip up to this three-inch point until convenient 
to cut with shears. Now take the shears and cut the 
whole width of paper into slits about one inch wide. 
Be careful while doing this that you do not cut 
through the three-inch margin. If you do, your whole 
set of strands will become individual and your work 
w.ll have to be done over. 

After you have cut the whole width into one-inch 
slits, wrap the end around a stiffener, and, with the 
shiny side of the paper toward the wall, tack along 
the ceiling. Allow all the strands to fall to the floor 
Now cut the strands off so that they seem to be about 
a foot and a half short of the desired length. Gather 
the ends of the strands neatly, stretch down to the de- 
sired position and tack. If you have trouble in caus- 
ing the strands to curl, you will readily understand 
that they have not been stretched sufficiently. Then 
you will have to release them and cut them off a few 
inches more as the need calls for. However, by cut- 
ting them about eighteen inches at the s‘art, I believe 
you will have little trouble getting them right at the 
beginning. The same idea is carried out over the 
whole background wherever tubes are used. Where 
the sprays are shorter, as in the center, less crepe 
paper will ke needed and you will be able to judge 
the required length best according to the size of win- 
dow to be trimmed. 


FTER all the sprays have been placed add a rosette 

to the bottom end of each group. This will cover 
up tacks and bring out the sprays to good advantage. 
A rosette is made in the following manner : Slip about 
three inches of paper out of the package and cut off. 
Open up this piece you have cut off and divide into 
twelve-inch lengths and cut. Take one of these pieces 
and fold (do not crease) ; creasing ruins your rosette 
Take one folded end in your left hand, and, with the 

(Continued on page £2) 
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Chicago aftords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


























BOTANICAL DECORATING CO. , INTERNATIONAL REGISTER CO. 
319-27 W. Van Buren Avenue | 13 South Throop Street 
Artistic Decorations and Artificial Flowers | “CUTAWL” Decorative Cutter 
CHICAGO CARDBOARD CO. | THE KOESTER SCHOOL 
664-670 Washington Blvd. 314 S. Franklin Street 
Art Poster Card and Mat Board | Display and Card Writing Instruction 
CHICAGO DISPLAY MART,INC. | PAASCHE AIR BRUSH CO. 
178 W. Jackson Blvd., Room 713 | 1902 Diversey Parkway 
| Window Display Fixtures—60 Exhibitors | Air Brushes and Air Painting Units 
CORNELL WOOD PRODUCTS CO. REFLECTOR & ILLUMINATING CO. 
307 N. Michigan Avenue 1417 West Jackson Blvd. 
Cornell Wood Board Lighting Equipment for Show Windows 
CURTIS-LEGER FIXTURE CO. G. REISING & CO. 
239 W. Jackson Blvd. 229 W. Austin Avenue 
Wax Figures and Display Fixtures Better Decorative Flowers 





GEO. E. WATSON CO. 
164 W. Lake Street 


Lettering Brushes and Supplies 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended tc progressive purchasers by the 
Buyers Service Bureau of the DISPLAY WORLD 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Ce. 
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T makes little difference whether the display 
in a window features radios, auto accessories, 
shoes, clothing, groceries, or what-not, if the 
lighting is faulty, or not up to standard, the 

store is failing to get the greatest benefit from its win- 
dows. The modern store is introduced. by its displays 
and light must be depended upon for a favorable intro- 
duction. Most stores put a high value on their fronts 
and rightfully so because it is estimated that from 30 
to 50 per cent of a store’s sales are made through its 
publicity media. Let us analyze window lighting and 
determine the effect of properly lighted display win- 
dows in,a practical way. 

The display windows are in effect stages where the 
merchant may compel attention by varied and colorful 
appeal. Properly handled, they serve not only to at- 
tract attention to the merchandise, but also to create a 
favorable impression of the store itself. The effective- 
ness of the window is dependent upon the illumination 
both from the standpoint of permitting the display to 
be examined, and from the manner in which a brightly 
lighted window will assert itself to the passer-by. 


The most important principle of good lighting 
whether applied to the show window, store interior, 
factory, or home, is that all bare glaring lamps should 
be shielded from view. Altogether too frequently we 
see bare lamps doing duty as the window lighting sys- 
tem. Such a condition cannot call attention to the 
goods on display because the glare from the lamps 
dominates, and repels scrutiny of the merchandise. 


From the standpoint of making the window assert 
itself and command attention, the amount of light, 
properly distributed, is of prime importance. It has 
become an established fact that within reasonable limits, 
the more brightly lighted a show window, the greater 
its attracting power or attention-getting value. And it 
is from the attention-getting worth of a window that 
its real profits are measured. In an accompanying plate 
we have illustrated the results of a number of actuai 
tests where the people, attracted to a certain window 
under varying degrees of illumination, were counted. 
The investigators so planned the details of these tests 
that the influence of all factors other than that of illu- 
mination was eliminated. The results therefore truly 
show the pulling-power of light. 

Naturally the location of the store has a great deal 
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The well-lighted window commands attention. There is no question witch store in this block is getting 
the best value from its window lighting. 
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“Flints on 


By C. E. 


National Lamp Works of 


to do with the amount of light which should be used. 
This will depend to a large extent upon the character 
of the street lighting and whether the neighboring store 
windows are well-lighted. 

Good window lighting involves a few simple funda- 
mentals which everyone can understand and apply: 

1. The light should be concentrated upon the goods 
on display without loss of light upon the sidewalk. 

2. The light should come from sources concealed 
from view from the street. The observer should be 
unconscious of the lighting. 

3. The light should be evenly distributed and gen- 
erously applied if the window is to have an attractive 
appearance and to command attention. 


To state these academic principles in a more prac- 
tical way would be to say that good window lighting is 
simply a matter of proper reflectors, properly located, 
and equipped with lamps of adequate size. 


T has already been mentioned that the windows can 
be neither effectively nor efficiently lighted by bare 
lamps. Certain windows—usually open backed construc- 
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How reflectors should be placed in the average front. 
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The same window with varying stages of lighting—left, 100-watt lamps, two feet apart ; 
center, 150-watt, a foot apart; right, 200-watts, a foot apart. 


Lighting 


WEITZ 


the General Electric Co., 


tion—on side street and in districts where the com- 
peting illumination is subdued have made use of several 
lighting units in the window of the same type as used 
throughout the store. This method, however, is open 
to objection because it does not allow a very flexible 
control of the window lighting and, in addition such 
units must be hung some little distance back in the 
window and the direction of the light falling upon ob- 
jects on display may be such that the front of the ob- 
jects are in shadow. 

It is usually best to install regular show window 
reflectors of either the prismatic or mirrored glass 
types. These reflectors are designed, especially for 
show window use and are of such contour that the 
greater part of the light is directed to the display and 
very little is lost upon the street. They are available 
in several shapes to provide correct distribution of light 
for either deep or shallow windows. Care should be 
taken to choose the type which will most effectively 
distribute the light according to the window propor- 
tions. Very interesting effects can be obtained by the 
use of a spotlight unit and with extra outlets for at- 
taching the projector when desired should be provided. 
Window reflectors are‘made to accommodate 150-watt 
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Types of reflectors with which color caps or screens 
can be used successfully. 


and 200-watt Mazda lamps, though a 100-watt size 
can also be obtained. 


HE test of a good window lighting installation is 

efficient distribution of light upon the display with- 
out loss upon the street, and without glare from ex- 
posed lamps. The usual practice is to locate outlets at 
regular intervals along the window front, and sides 
where the windows are deep. The actual spacing, and 
the size of lamps used will depend upon the illumination 
requirements. In the better grade of windows, a 
twelve-inch spacing is most common and for the deeper 
windows two rows of units are often installed. A spac- 
ing over three feet between reflectors will not, in gen- 
eral, give satisfactory illumination. In practice the 
spacing usually falls within the range of twelve to 
eighteen inches in the majority. Outlets should be 
available for the use of spotlight or floodlight projector 
where desired. When sufficient outlets are once in- 
stalled in the window, the illumination can be varied 
at will by manipulating the size of lamp used, or by 
arranging the lamps on two or more circuits so that 
alternate lamps may be turned on or off. A curtain 
or valance should always be used to conceal the light- 
ing units from view from the street. 


HE possibilities of colored lighting for increasing 
the attractiveness of display windows are so great 
and the applications are so varied that only a sug- 
gestion can be included here. Colors are attractive. 
They command attention. Their application in display 
lighting is practically new, since simple, convenient 
color lighting equipment is only a recent development. 
The window reflectors shown herewith are adapted to 
producing color effects by use of screens or caps. 

For the ordinary display in a window, the use of 
an abundance of uncolored light is most effective and 
permits easy examination of the goods. If, however, 
the window is decorated and trimmed to create the 
impression of a certain setting, to depict a special 
scene, or seasonal atmosphere, color may be intro- 
duced very effectively to harmonize with and to em- 
bellish the display. 

If employed in window lighting it is quite im- 
portant that the background be especially designed to 
harmonize with the colors in the display shown, or 

(Continued on page 49) 
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“ Purple” 


Dye the Body Purple, Surround the Subject of 

the Experiment With Purple Furnishings, 

Cover the Eyes With Purple Goggles and Very 

Quickly the Stomach Revolts and Eventually 

Insanity Ensues—In Ancient Days the Royal 

Purple Incited Kings to Their Profoundest 
Villainy. 


By J. E. SIMONS 


Instructor ti Decoration, Portland, Ore. 
(In Collaboration with Elvira C. Hustead, Interior Decorator) 


Arrangements have been completed to enabie 
readers of DISPLAY WORLD to secure Dr. 
Simons’ advice on their color problems. In the 
October and subsequent issues he wiil answer 
inguinies that reach him in the interim between 
publication dates. If you have a setting, interior 
display, or exposition decoration on which you 
would like to have expert counsel, Dr. Simons is 
at your service, without charge. Address your 
request for information to Dr. J. E. Simons, 
DISPLAY WORLD, Cincinnati. 


ALTER SARGENT, in the “Enjoyment and 

Use of Colors,” states: “The ancient word 

purple as translated would probably refer to 

our crimson. Purple denotes imperial sov- 

ereignty and royal dignity, as is indicated by the ex- 

pression, ‘Born to the purple.’ Purple, or violet, may 

denote love and wisdom united, as it is a mixture of 

red and blue. In its sinister sense it is an emblem of 

mourning, but of a grief not as recent as that indicated 
by black.” 

Of the primary colors, red is the greatest and biue 
has the slowest oscillation, with a corresponding differ- 
ence in vibrating activity, and their intermixing pro- 
cuces purple or violet. This color used extensively is 
productive of morbidity and unnatural desires. Dye 
the body purple, amid purple surroundings, cover the 
eyes with purple goggles and very quickly the stomach 
revolts and eventually insanity ensues. Purple and iazz 
—the insanity of color and the insanity of harmony! It 
is a color which should be used only by those whose 
tendencies are toward the very serious. Purple, the 
royal color, was the most potent cause for villainy by 
kings in the days of the royal robes. A delightful color 
it is, with exhilarating effect when properly combined 
with colors of a retroactive vibratory nature. 

While the other colors dealt with have a positive 
physical effect, the combining of these two colors 
(red and blue) seems to effect the mental, or to act 
through the mentality to a greater extent than anv of 
the others and there must be some good and sufficient 
reason for this. The light speeds deflected from this 


combination are so at war with one another that there 
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is a mass of entangling vibrations interwoven and inter- 
twisted. he results of this intermixing produces an 
effect that is not only irritating, but highly penetrating, 
causing confusion and a complete disarrangement of 
the mental equilibrium. So positive in their action 
are these warring light speeds, that if certain hues of 
this color are applied to the protected skin of the body, 
they will produce a condition that we call “goose flesh.” 

A quarreling, warring, wrangling household in 
many instances is the cause of insanity. If you want 
the insanity, less the excitement of the fight, use purple, 
decorate in purple, dress in purple and after this is 
done, it will not be necessary to go insane, for this will 
be sufficient evidence to prove the fact. However, this 
is a good color used properly and in balance with other 
colors. It is mildly stimulating and wil! help out the 
slow blue or the self-satisfying yellow. Purple, the 
color of mental airiness, is not good for the over-indul- 
gent student. 


IERSONS who prefer this color are usually artisti- 

cally inclined and generally quite accomplished. 
Regardless of evidence to the contrary, they think they 
are always right and their great delight is to tantalize 
someone or do things that will annoy others and then 
watch the reaction, which seems to give them a certain 
degree of pleasure. Men who are fond of this color 
are great hunters and hunt, not for requirement, but to 
slaughter—building bridges today and tomorrow mak- 
ing coffins and next week digging a tunnel through the 
center of the earth—always on the go and ever chang- 
ing—as a rule, shifty and often in trouble, but working 
or squeezing out in a manner honorable and victorious. 
Women who have a fondness for this color, you will 
usually find neat to the extreme, good housekeepers to 
a point of over exactness and inclined, not intentionally 
to be a trifle nagging—constant in affairs of the heart, 
but continually changing and wavering and always 
wondering if what has been done was the right thing 
to do. Children have a fanciful choice for colors that 
should not be considered as a trait, for it is natural with 
a growing person to like or to be particularly fond of 
those colors that are most necessary for their growth. 
In fact, it is generally a craving of nature for certain 
vibrations that are lacking, that makes us fond of one 
color more than another. Let the younger folks have 
plenty of color of their choice, but be sure it is properly 
balanced. 

Violet or purple might be considered a fugitive or 
dissipating color. Why some colors should be con- 
sidered as fugitive or dissipating may be a new idea to 
some, but Webster defines dissipating as a wasting 
away. Just why some colors should be dissipating or 
wasting away colors, while other colors are “fast” 
colors, I will endeavor to make clear. Everything i1 
nature has an opposite and it was justly designed so 
for each element or opposing force has its work to do 
in the general summing up and the whole thing would 
be incomplete without such opposition. It is not evident 
by any means that oil and water ever make a commoi? 
consistent mixture, but if by some force applied, they 
are fused together, and then left, they will of thei! 
own action separate again and remain separated unless 
fused together again by artificial means. If you take 








Sef 


as 
wh 
fro 
rin 
left 
are 
not 
sel¢ 
tur 
thr 
inv 
to ¢ 
thir 
if 1 
in | 
oth 
sepi 
fore 
ing 
witl 
plac 
the 
heat 
tem 
just 
havi 
fade 
will 


~ oe 
as 


V! 
it is 
lesse 
unec 
and 
The 
held 
sirin 
ing 
sepa 
arate 
tinus 
accci 
wate 
The 
boili 
level 
whil 
the 1 

\ 
trem 
to tl 
comy 
diffe 
a cor 
spect 
the « 
gives 
It is 
cond 
color 





» 1929 


inter- 
es a 
ating, 
nt of 
action 
ies of 
body, 
lesh.”’ 
Id in 
want 
urple, 
his is 
iS will 
r, this 
other 
1t the 
e, the 
indul- 


irtisti- 
ished. 
< they 
italize 
| then 
ertain 
color 
but to 
mak- 
xh the 
shang- 
orking 
rious. 
u will 
ers to 
onally 
heart, 
ilways 
thing 
‘s that 
il with 
ond of 
rowth. 
-ertain 
of one 
s have 
operly 


‘ive of 
2 conl- 
dea to 
rasting 
ing or 
“fast” 
ing i 
ned so 
to do 
would 
»vident 
ymm0oi 
1, they 
f thei! 
unless 
u take 


September, 1929 


a soda or an alkali and endeavor to mix it with an acid, 
what is the result? There is a fight on, a foaming and 
frothing and an agitation so active that when the war- 
ring elements have finished their fight, there is nothing 
left of either. It is just so with these two colors, they 
are SO opposite in their vibratory speeds. Did you ever 
note the action that takes place when you prepare a 
seidlitz powder? If you are not careful when the mix- 
ture is made the whole thing is wasted away or spilled 
through the opposing action of the different chemicals 
involved. There is a reason for all this and in order 
to explain it, it will be necessary to go to the source of 
things and determine the foundation of colors and find, 
if like the other elements of nature, there is something 
in their character that makes them repulsive to each 
other, which would constitute a natural tendency to 
separate from one another because of the opposing 
forces combined in their makeup. A slow walker tak- 
ing short steps, will not find it convenient to keep pace 
with the fast walker. You would hardly expect, if you 
placed a piece of ice in a basin of boiling water that 
the ice would freeze the water or that the water would 
heat the ice. You would expect both to reach a natural 
temperature that would be agreeable to both. This is 
just what happens to colors and is the reason that we 
have what is termed “fugitive” colors or colors that 
fade away. No process has yet been discovered that 
will make permanently “fast’’ those colors described 
as “dissipating.” 


IOLET is one of the colors that is not permanent. 

By making a careful analysis of violet, we find that 
it is composed of the greatest vibratory ray red and the 
lesser vibratory speed blue. The bible says “Be Ye not 
unequally yoked together.”” This applies to everything 
end here is a concrete example of unequal association. 
The fast color (red) wants to flash on its way, but is 
held back by its handicap (blue), which is always de- 
siring to take it slower and with the pulling and oppos- 
ing forces of these two colors, in due time they become 
separated to a certain extent. As they gradually sep- 
arate, there is evidence of fading and this process con- 
tinues until a common faded color is the result which is 
accceptable to both vibrations; the same as the hot 
water and the ice would reach a common temperature. 
The cold from the ice fades away as the heat from the 
boiling weter fades away until they reach a neutral 
level of temperature. The red ray speed carries on 
while the speed of the blue takes its rest, both seeking 
the natural destiny of all color, which is “white light.” 


Violet or purple, being composed of the two ex- 
tremes of color action is the one color that will fade 
to the greatest extent. We will take another color 
composed of different vibratory speeds but where the 
difference is not so great—green, for instance, which is 
a combination of slow blue on the negative side of the 
spectrum and slow yellow on the positive side. Here 
the difference in speed is so slight, that the mixture 
gives an almost permanent color. I say “almost” for 
it is not quite a perfect balance and fading under any 
Condition is to be expected and it is quite true that all 
colors are fugitive to a greater extent as the colors are 
(Continued on page 75) 
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Artistic, Sales-Building 
Displays at Low Cost 


Many alert merchandisers are capi- 
talizing the many display possibilities 
of Cornell Boards to secure most 
productive advertising effects in an 
economical way. 


Cornell Boards open up new oppor- 
tunities for the displayman. The 
smooth, strong, grainless sheets may 
be easily sawed, scrolled, or cut into 
shapes to meet the requiremnts of 
any design. The finished pieces may 
be decorated in any of the modern 
ways — with paint, lacquer, water 
colors or any of the new plastic 
finishes. 


Your Local Lumber Dealer 
Can Supply You—Or Write 
Direct to 


CORNELL WOOD PRODUCTS CO. 


307 N. Michigan Ave. 


Chicago, Illinois 
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Westinghouse Builds City of Light 


A Demonstration of Light Application Under Actual Operating 
Conditions A fforded by “Village” Erected in New York I nstitute 


CITY, with a main street 180 feet long and 
a cross street 85 feet long, with a theatre, a 
school accommodating thirty-five pupils, a six- 
room house, several full-sized stores, a bank, 
an art gallery, a factory, and even an automobile service 
and gas filling station, has been built by the Westing- 
house Lamp Company in its Lighting Institute on the 
seventh floor of the Grand Central Palace, Forty-sixth 


~ Street and Lexington Avenue, New York. 


The purpose of this unique creation is to demon- 
strate what good lighting, in all its phases, really is, 
and to this end everything in this “City of Light’’ has 
been made as true to life as possible. The stores are 
well stocked with appropriate merchandise; the show 
windows are trimmed regularly by experts from the 
leading department stores; the home is completely fur- 
nished in the most modern style, and the factory con- 
tains machines of many different types. Subjects too 
large to be presented in their true proportions, such as 
an airport, a railroad system and a modern office build- 
ing, are reproduced in model form, but there are full- 


' sized sections of trolley cars and busses and an actual 
automobile. 


But the city’s most impressive feature is its light. 
There are lights of every size, color and description—- 
street lights, traffic lights, spot lights and search lights ; 
window lights, show case lights and electric signs; 
chandeliers and luminaires of a hundred different de- 
signs; lights that glow from ceilings, floors, columns 
and cornices; practical lights; decorative lights; lights 





for highly specialized applications—thousands of lights 
and hundreds of thousands of candle-power ; and yet, 
in spite of this intense flood of illumination, there is 
no glare, discomfort or confusion to the eye, because 
everything in the City of Light, from Mazda Avenue, 
the main thoroughfare, to the blackboards in the school 
room, is illuminated in accordance with the best pos- 
sible standards. 

In addition, most details can be lighted in several 
different ways to show the various methods of lighting, 
both approved and undesirable. Thus, Mazda Avenue 
can be lighted with twenty different degrees of inten- 
sity; the home is supplied with automatically appear- 
ing and disappearing fixtures, so that a wide range of 
lighting styles, from the most modest to the bizarre, 
can be shown; each machine in the factory can be illu- 
minated in accordance with several different systems 
to suit any given kind of installation. 

Though the most extensive exhibition of light to 
be seen anywhere, the chief function of the Westing- 
house Lighting Institute is to act as a lighting labora- 
tory. Here theatrical managers can come and work 
out novel stage lighting effects with the help of the 
switchboard in the theatre, which is nearly the largest 
and unquestionably the most versatile theatre switch- 
board in this city of theatres. Architects can bring 
scaled models of buildings they are designing and de- 
velop floodlighting and color treatments as though on 
the actual structures themselves, and they can study 
every variety of interior illumination in exactly the 
proper surroundings. 

Municipal officials, with 
the help of the multi-inten- 
sity street lights of Mazda 
Avenue, can solve any street 
lighting problem they may 
have, White Way, highway, 
side street or otherwise; 
and police commissioners 
can find here every type of 
traffic signal erected on an 
actual street intersection. 

Merchants can place their 
own goods in the windows, 


The Town’s “Big Store’— 
Here’s the full-sized front 
of the “department store” 
constructed for the Insti- 
tute. It’s a well-stocked sho}: 
with splendidly trimmed 
windows that serve as a 
clinic for store lighting 
problems. Here the execu- 
tive planning a new struc- 
ture can test circuits and 
spacing and witness reac- 
tions. 
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The Florist’s Shop—This 
admirably equipped store 1s 
designed in accord with the 
hest standards of the trade. 
l’indows are small but ade- 
guate and are finished in 
colors that set off the blos- 
soms to advantage. The 
front 1s twenty-seven feei 
wide. A feature of the shop 
is the demonstration of 
fiower-growing under elec- 
tric light. 





show cases, and on the 
counters of the stores, and 
find out by actual experi- 
ments with different types 
of lights just which best 
suits their needs. 


Representatives of light- 
ing companies and engineer- 
ing students can come here 
and take complete courses 
in illuminating engineering ; 
manufacturers of lamps and 
lighting fixtures can install their products here in any 
desired environment so as to display their merits or 
discover their defects; industrialists can obtain concise 
information as to the most effective lighting of each 
kind of machine in their factories. 

Aviation engineers have at their disposal a model 
of an airport, complete in all its details, including flying 
airplanes ; advertising men have a panorama of Times 
Square at night, with every electric sign faithfully 
reproduced even to the text and color changes; artists 
are given ample opportunities to develop the new art 
of painting and decorating with light.~ In a word, the 
Westinghouse Lighting Institute has been created for 
the benefit of industry and for the advancement of 
applied lighting in all its forms. 


HOUGH man has been using artificial light for 

thousands of years, he knows little, even yet, as to 
its proper application and many possibilities. Almost 
all lighting in the world today is poor and inefficient, 
developed by hit-and-miss methods that are bound to 
produce unsatisfactory results. 

But if the makers and users of light take advantage 
of the services of the Westinghouse Lighting Institute, 
which are free to all, marked progress in the direction 
of better lighting is certain to be made. 

The Westinghouse Lighting Institute occupies an 
area equal to that of an entire city block, and consists 
of a series of twenty-eight rooms, buildings, courts and 
streets, each of which is devoted to a special field of 
lighting. 

The visitor enters a reception hall, lighted by pilas- 
ters, and then passes into a public hall, like the lobby 
of a hotel, which is lighted by concealed, color-changing 
lights reflected from the ceiling. From thence he steps 
out on to Mazda Avenue, which is twenty feet wide and 
has an asphalt pavement, curb and sidewalks, and is 
illuminated with full-sized street lights. At its head 
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is an Italian loggia, with an electric fountain; at its 
foot is an immense mirror which doubles the actual 
length of the street for the observer; and arranged 
along its sides are the various buildings of the City of 
Light, each one properly illuminated for its own par- 
ticular purpose. The offices of the Institute are like- 
wise part of the exhibit, as they are furnished and 
lighted in the most approved manner. 

Sixty feet of department store windows front on 
Mazda Avenue—twenty feet of which show the seven- 
foot shallow window and twenty feet show a twelve- 
foot deep window type, and the remaining twenty feet 
show the island type of store entrance. The wiring in 
these windows permits of the greatest flexibility and is 
equipped for showing high intensities and various color 
effects, with dimmers and also light-directing lenses. 

The florist shop front, approximately twenty-seven 
feet long, stands adjacent to the garage. In it is shown 
an up-to-date demonstration of artificial illumination. 

A unique feature of the florist shop is the demon- 
stration of growing flowers under electric light. This, 
in itself, is an attraction that will interest not only those 
engaged in floral displays, but those, too, who are con- 
cerned in the growing of flowers. 





AMOS PARRISH HOLDS FALL CLINICS 


Advance reservations have been made by 200 department 
stores and other retail organizations for the Amos Parrish 
Fashion Merchandising Clinics, to be held in New York City 
at the Ritz-Carlton, August 5 to 9 and August 12 to 16. The 
clinics will present previews of the fall and winter fashions 
in apparel and accessories based on scientific methods of 
fashion analysis, and methods of fashion merchandising, sales 
promotion and advertising developed by the Parrish organiza- 
tion. Among the leading department stores and retail or- 
ganizations represented are: Marshall Field, Carson, Pirie, 
Scott, Mandel Brothers, Sears-Roebuck, Montgomery Ward 
of Chicago, Best & Company, Macy’s, Russek’s, Filene’s, 
Franklin Simon, Peck & Peck, Abraham & Straus, Loeser’s, 
J..C. Penney Company and Gimbel Brothers. 
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Linking Up With Passing Events 
Always There Are Holidays and Community Celebrations Which Can 


Be Made to Build Good Will and Emphasize Appropriate Wares 


By ALBERT M. JONES 
Frey & Collins Mercantile Co., Canon City, Colo. 
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T is my belief that the majority of stores in 
the moderate sized towns do not avail them- 
selves of the opportunities they have to tie 
up window ‘lisplays with local events. There 
are always holidays, conventions, athletic events and 
other special occasions in every town, and I think stores 
make a mistake in passing them up without attention. 

There are still, no doubt, a number of merchants 
who feel that they cannot afford to devote any time or 
window space to anything except their own merchan- 
dise. But it is seldom necessary to eliminate merchan- 
dise from the display, and often there are articles that 
can be given special emphasis by a setting of this type. 
People always demonstrate much interest in such dis- 
plays, and the attention thus directed to the store is 
valuable for prestige and good will. 


A Tribute to a Lions’ Club Convention—The display won first prize in a contest sponsored by the 
Canon City Club. 





I shall endeavor to explain the two illustrations 
accompanying this article to give a more comprehensive 
idea of the methods I follow. The display showing the 
large tiger was installed last fall at the opening of the 
local football season. Canon City is very enthusiastic 


. about football, having had one of the best teams in the 


state for the past several years. As the team is known 
as the Tigers, and the school colors are black and 
orange, the huge cut-out animal, vividly painted in 
these colors, was a splendid attraction device. Two 
widths of black and orange-checkered crepe paper 
stretched from ceiling to floor at the back served to 
divide the display somewhat and added to the color 
element. 

The tiger was placed on a grass mat facing a goal 
post. The football lying in front of him bore the 
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cut-out later 
for a dinner 
display. 
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legend, “Southern Colorado Champs, 1926.” His paw 
rested on another labeled “Southern Colorado Champs, 
1927,” while beyond the goal post lay two more foot- 
balls, respectively tagged, “Southern Colorado Champs, 
1928,” and “State Champs, 1928.” The latter two ex- 
emplified the aims of the team for their forthcoming 
season. 

On either side were groups of merchandise. On 
the left was a unit of two young men’s suits with proper 
accessories and on the right the popular sheepskin coats 
with collegiate trousers. This display drew much 
favorable attention and comment, and the tiger was 
borrowed to display at the banquet given the team at 
the end of their season. 

The other display illustrated was placed during a 
Lions’ Club convention. This window was given first 
prize in a contest which the local club sponsored. 

A replica of the club emblem mounted on a large 
base was placed in the center of the window. The 
floral pieces were purple lilies in gold vases of scroll 
design, carrying out the the club colors of purple and 
gold. Two golden cherubs suspended in mid air blew 
horns of welcome and faced the emblem from each side. 
Smaller emblems were mounted on panels of the perma- 
nent backgrounds. 

For the merchandise I used four unit trims of men’s 
clothing on purple and gold plateaus. These were 
linked with the central emblem by purple and gold 
ribbons pinned to the lapels of the coats and brought 
together at the central part of the display. 

Another display of this type was made several years 
ago for a rodeo celebration. A large cowboy cut-out 
was borrowed from a local theatre and formed the cen- 
tral attraction for the display. On each side were 
posters of the Zane Grey western movie featured by 
the theatre at the moment. These provided the rodeo 
atmosphere. For the merchandise I showed large cow- 
boy hats and silk bandana handkerchiefs. This display 
was particularly successful from the merchandising 
standpoint, as every silk rodeo handkerchief on hand 
was sold the day before the event, and a number of 
our best hats were also sold. 

Anyone who doubts the effectiveness of this type of 
display for small and moderate sized towns would do 
well to reserve judgment until several displays of this 
nature have been tried. 





1929 CLOCK AND WATCH CONTEST OPENS 


The Clock Manufacturers’ Association of America an- 
nounces the opening of the 1929 clock and watch contest, open 
to any retailer stocking goods produced by members of the 
body. Displays need not consist entirely of these products, 
but they must be dominating features. Entry is made by sub- 
mitting a photograph of a window or interior display with 
the name of the store, city and state, and display manager 
or party to whom prize award shall be made printed on the 
back. The date of the display should also be noted. Dis- 
plays installed at any time during 1929 may be entered prior 
to January 15, 1930. Prizes will be $50 for the best window 
or interior display of the year, and $10 each for the next 
best three; $50 for the best series-of three or more window 
displays, and awards of $10 each for the three next best 
series. 

Photos should be sent flat _to “Judges, Display Contest, 
Clock Manufacturers’ Association of America, Drexel Build- 
ing, Philadelphia, Pa.” 
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Holiday 
Decorations 


Cur lines of Christmas Decorations 
are now on display and include a 
large variety of the newest creations 
for store interiors and windows. 


Mechanical Pieces, Post Decorations, Illu- 
minated Bells and Garlands, Illuminated 
Signs, and Novelty Display Pieces, Christ- 
mas Papers and Fabric. 


Visit the Display Center when in 
New York and See the Largest Dis- 
play of Decorative Lines in the City. 


DISPLAY CENTER 


Direction of 


FRANK D. MAXWELL CO., Inc. 
1440 Broadway, New York City 
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Morey Enlarging Projector 
NOW! $22.00 Complete 


Except Lamps 
SOLD NATIONALLY 


This projector was designed by the Morey 
Studios for their own use in making 
backgrounds, screens and posters, also for 
illustrating lectures in the Morey School 
of Window Decorating. 

Enlarges a 7” x7” picture up to 8 ft. by 
8 ft. Adjustable stand. Four-inch lens. 
Two focal adjustments. 





Morey Decorative Studios 


107 ARLINGTON ST., BOSTON, MASS. 
Distributors Wanted > sic 





KALLA ALAA LLL LLAMA hhh 





[as 
7. eee, 


CQ DE, 





evilles anv NIGHT C 


Window Trimming—Commercial Art—Show Card Writing 
Poster Art—Cartooning—Interior Decorating—Fashion Drawing 


Neville’s School of Applied Arts was founded in 1921, 
and since that time it has grown from a very modest 
beginning to spacious quarters (5,000 sq. ft.) now occu- 
pying the entire second floor of the northeast corner of 
FIFTH & STARK STS., PORTLAND, ORE. 
Just One Block from Leading Department Store District 
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Displays that featured the opening. Display Manaycr 
Macrel revealed lis appreciation of the artistic in these 
exquisite settings for apparel. 


ODERNISTIC beauty and utility of a stan- 
dard have been set for Helena, Montana, in 
the new Fligelman’s. The architect, George 
Carsley; the contractor, A. B. DeKay, and 

the proprietors of the store who selected the designs, 
the material and the equipment, have produced in this 
beautiful building a gem of modern construction 
in every detail—from its delicately tinted hytex brick 
front to its floor coverings and its lighting fixtures. 

The interesting facade of the store is a story in 
itself; the electric fixtures introduce a new note in 
lighting values; the floor coverings set a new record 
in linoleums and carpets; the elevator is the last word 
in safety; and the beautiful new walnut show cases 
and shelving bring to a climax a real architectural 
achievement. Most important of all in consideration 
of the customer, is the parking space which has been 
provided. 

Making this store the first truly modernistic build- 
ing in Helena, the facade of the building, of Gothic 
inspiration, is projected into the modernistic era by 
the deep “reveal” of the scond-floor windows. The 
set-back of the “battered” sides of the front, which 
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WORLD 


eee Greets New 


Cfligelman’s 


Modern Store Rivaling Best of Metropolitan 
Structures Is Opened in Montana Capital—Ari 
Moderne Characterizes Decorations 


begin near the base of the extreme side windows of 
the second floor, is also in keeping with the modern- 
istic trend. This “set-back,” or recess, deepens as 
the facade progresses upward, so that at the top it is 
deep enough to accommodate the two grotesque little 
figures which sit in the niches provided by the “bat- 
tered” side fronts and the vertical center-front. 

Suggestions of pale orchid and rose on its rough 
tan face are in the hytex brick. Terra cotta trimmings 
were made to harmonize with it. 


UPPORTING 346,800 pounds of construction, a 

steel beam rests on reinforced concrete columns 
which are sunk deep in bedrock. Upon this rests the 
entire second floor facade. The steel beam, which is 
concealed, weighs four tons and is four feet in depth. 
A magnificent sheet copper marquise hangs from this 
beam. It was especially designed for Fligelman’s and 
is decorated at frequent intervals with conventional 
torch-like urns. 

Beneath the marquise one enters the arched arcade 
to walk between seven beautiful display windows. 
This arcade has a barrel vaulted ceiling, with a craftex 
finish. Semi-circular spaces known as lunettes are 
left at the ends of the vaulted ceiling for decorations 
which may be applied later as occasion arises. Beau- 
tifully colored dark red tiles, with black edges, cover 
the floor of the arcade. Large plate mirrors are at 
each end of the arcade. 


NORMOUS plate glass display windows rest on 
a base of Montana marble. This marble consti- 








A cut-out silhouette and curving screens impari 
personality to the opening millinery trim. 
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Helena was quick to avow her interest in the achicvement of the pioneer concern. This is the crowd 
which waited the moment of opening. 


tuted the first order that was received by the new 
quarry near Townsend, Montana, where a hill of mar- 
ble six or seven miles long and three or four miles 
wide has recently been discovered and commercialized. 
Marble in black, rose and yellow, some with markings 
in gold and some plain color are found in the hill. 
Fligelman’s selected black and gold to harmonize with 
the other black and gold fixtures throughout the 
store. 

Craftex in a sunny tan color forms the background 
of the six show windows against the walls of the 
building. These windows with the two large island 
windows along the sidewalk, are floored with a taupe 
rug bordered by a band of walnut woodwork. The 
tops of the windows are decorated with what appears 
to be a wrought iron valance in silver and black. There 
are 200 feet of this valance, from behind which con- 
cealed lights throw a mellow, diffused glow into the 
window. 

Through handsome walnut doors, known as double 
check doors, one enters the store from the arcade. 
These doors are of the swinging type, as they are 
the easiest for women to open; but are so controlled 
by a device concealed in the floor, that when pushed 
open they close again flush with the door frame and 
remain closed instead of swinging back and forth as 
do ordinary doors of this type. This prevents annoy- 
ance and possible injury to customers. 


ROM specially designed black and gold hangers, 
~ 46 huge daylight lamps give the store the appear- 
ance of daylight at all times, so that customers may 
match colors in any part of the store without having 
to go to the outside as was hitherto necessary. Known 
as Celestialite lamps, they are constructed to act like 
miniature suns shining on miniature worlds. The 
rays of light from each electric lamp pass through 
three layers of strong, heat-resisting glass called 
Celestialite. These layers, fused into one, serve as 


atmospheric diffusers and refractors. The clear outer 
layer is like the pure air through which the sun’s rays 
pass. The white, frosty middle layer is in effect the 
clouds through which ordinary daylight passes, and 
the inside blue layer is the rectifying blue of the sky. 
The result is a brilliant white glareless light that is 
as much like daylight as it can be made. 

Besides these lights for the regular illumination 
of the store, there are electric outlets near the ceiling 
on all of the supporting columns of the store for the 
purpose of arranging electric ceiling displays for 
special occasions. There are also electric plugs at 
intervals in the floor for the indirect lighting of the 
show cases. 


RMSTRONG Battleship linoleum of an inlaid 

marble design in twelve-inch squares covers the 
entire main floor. There are 1,300 yards of this 
linoleum, weighing 13,000 pounds. The linoleum 
comes in rolls averaging 150 feet in length. For the 
first time in Montana, in Fligelman’s a full roll was 
found too short for a floor and had to be pieced at 
one end. This floor covering is smooth and noiseless 
and easy to clean. It is restful to the feet of the sales- 
people as well as to customers. In the office, stock- 
rooms, marking room and dressing rooms: the floors 
are covered with taupe jaspe linoleum. 

Thick, soft carpet in a modernistic design of brown 
and taupe covers the upstairs floor. The 1,000 square 
yards of the carpet are padded with ozite cushions. 

To carry customers from the main floor to the 
office on the mezzanine or to the second floor, an 
Otis elevator of the latest design with a twenty horse- 
power motor has beeen installed. The elevator carries 
twenty-five passengers, has electric enunciators and all 
the most modern safety devices. The shaft is enclosed 
in brick and tile for fire protection. The doors close 
automatically and silently at the touch of a button, 

(Continued on page 67) 
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The Diamond 


Jubilee 


Carson, Pirie, Scott & Co.'s 

Wholesale Unit Celebrates Tis 

Seventy-fifth Birthday With 
Colorful Exposition 


By R. J. THAIN 


Advertising Manager, Carson- 
Pirie-Scott & Co., Chicago 


UGUST, 1929, brought 
about the seventy- 
fifth anniversary of 
Carson Pirie Scott & 

Co. On the morning of August 
5th, the store—decorated from 
first to sixth floor—with green 
oak leaves and big glittering 
diamond cut-outs, bearing the words ‘Diamond 
Jubilee’”—greeted hundreds of merchants and buyers. 
Huge baskets of flowers tied with ribbons and bearing 
complimentary inscriptions were massed inside the 
front door. 

Nearby was the twenty-four-foot painting of the 
city of Chicago showing the 1933 World’s Fair along 
the Lake front, loaned through the courtesy of the 
Gibson-Catlett Studios. At one end of the mammoth 
painting stood another equally as beautiful of old 
Fort Dearborn. At the other end was placed a paint- 
ing of the Michigan Avenue bridge. 

A huge diamond made up of thousands of bits of 
mirror slowly revolved over the main aisle throwing 
shafts of colored light over the entire first floor. 

A twenty-four foot by five-foot platform held the 
“History of Transportation.” Old and new photo- 











Marionettes linked wit a map by ribbons indicate sources of yarns for 


rugs on display. 





Dolls dance around the Maypole in a display arranged for the 


ribbon department. 


graphs of trains, stations and station yards, a dupli- 
cate of a Timken bearing wheel from the Columbian 
in motion, a section of the first and of the present-day 
rail, models of early boats and beautiful liners of to- 
day, along with paintings depicting transportation 
added interest to the display. Above this platform 
were many types of planes floating in the air. 

A large display showed the trend of styles for fall 
and winter while another contained a beautiful outlay 
of Chinese goods imported by Carson Pirie Scott & Co. 

The second floor held exhibits of linens and hand- 
kerchiefs of many foreign lands. In the silk depart- 
ment a Chinese junk flying sails of gaily printed silks 
and a cargo of lovely silk stuffs attracted many buyers. 
The entrance to the blanket department resembled a 
bazaar of the Orient. 

Located on the third floor was a display showing 
the making of window cur- 
tains. The furniture department 
showed many beautifully ap- 
pointed rooms, while near the 
elevator was an upholsterer hard 
at work covering chairs with 
rich fabrics. The rug department 
exhibited many gorgeous rugs. 
Two Armenian women in na- 
tive costumes were busy at their 
looms weaving Oriental rugs. 
There was a very interesting dis- 
play of Bigelow-Hartford rugs 
with a huge map of the Orient, 
in front of which were piles of 
wool used in rug weaving; on 
top of each sat a small manikin 
dressed in Oriental splendor. 
A ribbon running from the 
manikin to the map showed the 
country from which the wool 
came. 
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Floral and foliate decorations were in use everywhere 
with mirror panels assisting 


On the fourth floor were knitting mills for hosiery 
and underwear, which in operation drew large crowds. 
In the men’s wear department were operators of ma- 
chines at work making miniature Staydown shirts to be 
used as handerchief bags. These were given as sou- 
venirs to the buyers. 

The style show was held at 2:30 p. m. each day 
on the fifth floor. The main aisle of this floor was 
banked with palms and ferns. Three folding screens 
of three panels each, covered with black velvet and 
edged with silver and blue galloon furnished a backing 
for the models. The screens were finished off at the 
top in “moderne” lines. One screen stood in the 
center, and three feet in front of it stood another at the 
right and one to the left, and slightly overlapping the 
rear one. A small elevation was in the center on which 
stood a three-panel “moderne” mirror. At the right 
of the elevation was a torchier and at the left a hand- 
some chair covered with silver leather. Palms fur- 
nished relief to the severity of the black velvet-covered 
screen. In the ready-to-wear department a beautiful 
and up-to-date millinery department was prepared to 
serve the customers of Carson, Pirie, Scott & Co. This 
new department is a beautiful example of modern art 
applied to store decorating. 

In the fancy goods department were displays of 
beautiful old Chinese brocades and embroideries and 
up-to-date linen sets. In the yarn department three 
artists in Russian costumes played, sang folk songs 
and fashioned hook rugs of yarn. A Maypole about 
which danced six little girls and a formal garden set- 
ting attracted attention in the ribbon department. A 
studio fitted up in one corner of the scarf department 
sheltered a Russian artist batiking scarfs in shades and 
designs of great beauty. 

In the notion department, sixth floor, were arches 
draped with dress goods showing relation to tapes, 
braids, buttons and sewing supplies. The jewelry de- 

(Continued on page 55) 
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7 STRIKING 
FABRICS 


For the exceptional window display use Maharam 
fabrics. They create distinctive and striking 
effects at a surprisingly low cost. 


Write for Samples 


Maharam Textile Co., Inc. 


107 West 48th Street, New York 
Bryant 9288 


6 E. Lake St., Chicago, Ill. Hollywood, California 








/ Dignify Your Windows \ 


BRONZE 
SIGNS 


LEGIBLE DISTINCTIVE 
LAST FOREVER 
These beautiful bronze signs | 
standing in your windows, close 
to your display, link your name 
and trade-mark with your dis- 
play in a most pleasing manner. 
Write, giving us size and copy 
desired ,and we will be pleased 


[Xa vxex-Bacw] to submit sketch and attractive 
quotation. 
UNITED STATES BRONZE SIGN COMPANY 
231 Centre Street, New York City 


™~ “Where the Best Costs Less.” r oa 


@ THE BRISCHOGRAPH 
PROJECTOR 


It’s easy to make life size posters, 
cut-outs and background panels. 
Simply place picture, switch on 
lights, focus to size wanted and 
draw with pencil, pen or brush 


$25 


OTHER MAKES FROM $75 UP. 


Send for booklet and catalog of 
the finest projectors made. 


The Brischograph Co. 


92 E. Lakeview A, Columbus, O. 


























' “DISPLAY MEN” 


IF INTERESTED IN 
MODERN DESIGNS OR OTHERS 
VISIT G. BROES VAN DORT COMPANY | 
Rooms 205-6, 19° Ww. Jackson Blvd., CHICAGO, ILL. 








LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 








2 DUANE STREET NEW YORE 

Distinctive Miracle Fabrics Co. ‘ Buy the | 
New York City 

Display “Mill Center for ! Modern Way-- 


FABRICS | Piszlsy, ebsie” | DIRECT! 































The ship’s cigar shop. Showcases in lacquer and 
bronse give its extreme attractiveness. 


HE new steamship Bremen, foremost unit of 

the new German merchant fleet, created a 

furore upon arrival in New York. Members 

of the art colony and disciples of modernism 

found in the fufnishings and equipment of the vessel 

an outstanding demonstration of modern art’s utility 

and beauty when applied to a commercial project. They 

were ardent in their praise of Professor Breuhaus, the 

designer, who was responsible for the fashioning of its 
principal details. 

To make the Bremen a complete résumé, as it were, 
of every activity of the new movement in the applied 
arts, Professor Breuhaus made a special feature of 
the arcade of shops which enlivens the walk from the 
great salon to the rooms in the rear of the main prome- 
nade deck. It is an arcade fifty feet long and about 
eight feet wide. The floor is carpeted throughout the 
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A Model for 


eModernists 


The New North German Lloyd Steamer 
“Bremen” Becomes a Complete Resume of the 
New Movement in Applied Arts Under the 
Guidance of the Designer, Professor Breuhaus 


whole length and width by a luxurious Smyrna rug. 
Light is diffused from a special arch under the ceiling. 
Comfortable and informal armchairs invite the passer 
to sit down and almost insensibly pass from spectator 
to customer. 

For shopping on the Bremen is irresistible. It has 
all the charm of a game; the show-cases, with their 
indirect lighting, their elegant blue and yellow pigskin 
harmonizing with the pear-wood and gold; the kudos 
and sentimental value attached to things bought on the 
fastest of all liners; the stiperior quality of the goods 
themselves ; the purchase on the spur of the moment— 
for no one travels on a liner with the deliberate inten- 
tion of shopping there—all these only reinforce the 
charm of the architectural skill of the arcade. 

Like all the decoration of the Bremen, and like ail 
the best modern decoration, the arcade is of extreme 
simplicity carefully adapted to its particular function, 
and such is the taste displayed in the use of materials, 
in the perfection of the proportions, in the avoidance 
of emphasis without the appearance of barrenness, that 
the simplicity becomes the height of artistic sophistica- 
t1on combined with artistic sincerity. It has the luxury 
of exterior restraint; it knows its worth and does not 
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The arcade of shops. Walls and frames surrounding glass show cases are covered with blue and yellow 
pigskin combined with pear wood. 
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alvertise it. The goods are rather part of the decora- 
tive design than merely on display; and so the arcade 
subtly infuses into the passer its own spirit, and shop- 
ping on the Bremen is one more civilized pastime. 


THE connecting space between the front main stair- 

case and the smoking salon has been used to hold a 
stand for selling cigars. Here, too, Professor Breu- 
haus has combined utility with decorative form. Every 
inch allowed by the construction of the architecture has 
been used to advantage. The show-cases, finished in 
polished lacquer and bronze, are of extreme simplicity 
in construction, but ingeniously and tastefully designed, 
so that no bareness is felt owing to the absence of 
superfluous decoration. Breuhaus here exemplifies the 
new interest taken by the artist in commerce. Artistic 
window displays are becoming an increasingly common 
feature of the stores of the great cities. Definite ex- 
positions of artistic windows, such as the rhythmic dis- 
plays of Vally Wieselthier, exhibited by Contempora, 
show the tendency. Of course, for a cigar stand the 
principle is not quite the same, since the purchase is 
rather a matter of necessity than attraction. However, 
the layout of the shop is on the same general plan as 
those of Contempora, and those of Professor Breuhaus 
himself in the arcade of shops on the Bremen. 

Even if the acquisitive emotions of the traveler 
do not have to be aroused, buying a cigar must be in 
harmony with all the other activities on the Bremen— 
a pleasure like eating in the restaurant or smoking the 
cigar in the adjoining room. This is one of the cardi- 
nal ideas in the kind of modern applied art for which 
all the decorators of the Bremen stand—the bringing 
of good taste into the most intimate as well as the most 
formal aspects of daily life. It is strictly logical. Life is 
harmonized as much as a room, for, after all, unless 
the owner is accustomed to such a unity, he will hardly 
appreciate the room. But, thanks to such expositions 
and to such harmoniously decorated ships as the Bre- 
men—for undoubtedly the Bremen is going to set the 
standard for all future liner decoration—a new coopera- 
tion has come into existence between the public and the 
artist, and a new standard of artistic living created. It 
is in such details as this cigar-stand that it is most 
clearly demonstrated. 





NEW ENLARGING PROJECTOR 

A new enlarging projector has been announced by the 
Morey Decorative Studios, Boston, Mass. It was designed 
by them for their own use and enabled them to greatly speed 
up production of display backgrounds, screens and posters. 
Sketches of the original designs submitted to customers are 
made in a standard size of 5x7, are quickly thrown on to the 
working surface, the size is quickly adjusted, and work begun 
in less time than it takes to describe it. 

Many requests for the projector from members of the 
decorative advertising profession who have seen it in oper- 
ation at the Morey Studios prompted the manufacture of a 
limited number for local distribution. Their enthusiasm was 
So spontaneous that it was decided to place the projector 
before the profession throughout the country. 

This projector has many improvements not usually found 
ita low-priced machine, namely, adjustable stand, enabling 
the operator to place machine at any height, swing in all 
directions and point at all angles. There are two methods of 
focusing: one with the slide holding the picture, and the 
other with the four-inch wide angle lens. 
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Show Card Writers 
Window Display Men 


who keep abreast cf the times are the ones who are 
the most progressive. And, to keep abreast of the 
times there is no better medium than 


SIGNS 


OF THE TIMES 


THE NATIONAL JOURNAL OF DISPLAY ADVERTISING 


THE SEPTEMBER NUMBER, 


the same as every issue, carries many features of 

material benefit to show card writers and window 

displaymen. Here are just a few: 

Using the Pen on Show Cards—By Ralph 
Nichols Gray. 

Color Harmony in Show Cards—By H. C. 
Martin. 

Tastefully Modern Show Cards—By L. E. 
Summerton. 

Window Card Psychology—By Stuart Brates- 
man. 


Valuable articles such as these will be brought right 
to your door monthly for the small sum of 


$3.00 Per Year—30c Per Copy 
AND--- 


Let us direct your attention to a book published by 
SIGNS OF THE TIMES, titled “Lettering for 
Commercial Purposes,” by William Hugh Gordon, 





show card and lettering wizard, describing the 
methods found most practicable in the production 
of show cards, posters and advertising matter for 
single copy jobs or process reproduction. An in- 
valuable aid to show card writers. 


$3.50 Per Copy, Postpaid 


$5.50 With a Year’s Subscription 
($6.00 in Canada and Foreign Countries) 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES September, 1929 
Cincinnati, Ohio 
Enclosed find $3.00, for which send me SIGNS OF THE 
TIMES for one year ($3.50 in Canada). 
[_] Enclosed find $5.50, for which send me SIGNS OF THE 
TIMES for one year and a copy of GORDON’S BOOK, 
postpaid ($6.00 for Canadian and foreign orders). 
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And Now It’s the Symphony of Shoes 


Alert Trimmers in Two Big Cities Convert;Their Footwear Into 
“Melodies’—Balloons and Confetti Have Their Inning 


ALLOONS and confetti in the shoe window! streets. It is not likely that I. Miller would thus 

Yes, they’ve been used and with good effect plunge into a daring innovation without counting the 

—not by a nondescript shop in a side street, cost or forecasting the profit. And there was real 

but by one of America’s greatest footwear profit in sight when the firm’s displaymen decided 
merchandisers and along one of America’s greatest upon employment of this traditional symbol of mer- 


riment in the windows of their 
State Street store in Chicago. 

It’s. a scheme that would 
stagger the old-time shoe mer- 
chant, who, unfortunately, still 
serves as the prototype of many 
well-meaning shoemen. This 
idea of turning a shoe decora- 
tion into a carnival is startling 
until the solid sales promotional 
aspect of the plan is made plain. 
There was one of those “airy- 
fairy” backgrounds of clouds 
and sunlight paneled in between 
luminous hangings of silver 
cloth. Underneath the fleecy 
clouds, the big tent of a carnival 
loomed up. Above it, sil- 
houetted against outlines of toy 
balloons, was the phrasing “A 
Carnival of Shoes.” 

The floor was covered with 
a light green fabric and was 
profusely sprinkled with con- 
fetti. Here a libéral showing 
of shoes in fancy mixtures and 
hosiery in iridescent shades was 
in evidence, while over them 
floated a number of gay-colored 
balloons. 

Isn’t it plain now that the 
scheme was appropriate’ Here 
were the colorful shoes of pres- 
ent vogue gathered together in 
an ensemble which bespoke 
eloquently the interest in bright 
footwear. Worn only on the 
street or at informal affairs or 
perhaps as matching sequences 
to formal gowns for a single 
occasion, they are linked so 





Shoes Go Musicai—At the iop 
is Fred Johansen’s adaptation 
of the ware to the spirit of the 
Cincinnati “May Festival.” Each 
window in the Shillito front 
echoed one of the features 0; 
the event. The center shows the 
Chicago unit of I. Miller stores’ 
“Symphony in White.’ The 
base reveals the setting for thei’ 
“Carnival of Shoes.” 
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thoroughly with gayety that they are fittingly asso- 
ciated with the carnivalia of youth. 

There was a sister window that went in at the same 
time which centered attention upon white shoes and 
hose. In this grouping were not only all whites, but 
biack and whites, and tan and whites in satin, suede, 
kid and cloth. Light-tinted shades of hosiery were also 
included. They were called to passer attention by a 
towering panel in the center of the window, on which 
the opening bars of a popular musical number were 
painted. Centered between these was the phrasing, 
“Symphony in White Created by I. Miller & Sons.” 

Another musical setting for shoes was noted in 
Cincinnati recently when Display Manager Fred Johan- 
sen linked the entire front of the Shillito Company 
with the approaching May Festival. This semi-annual 
community celebration of Cincinnati’s contribution to 
music was the talk of the town at the moment, and 
Johansen capitalized this interest in a series of win- 
dows epitomizing the principal features of the affair. 
For his shoe window he chose the overture from “St. 
Paul,” the oratorio which was to spotlight one of the 
programs. Set to the strains of a composition by Felix 
Mendelson, it brought a great throng to the Music 
Hall when rendered by the chorus of several hundred 
voices. Johansen’s display consisted of two lightly 
trimmed units of shoes paralleling an “open book”’ 
card on an easel, which bore on its “frontis page’’ the 
phrasing “St. Paul—an Oratorio—the music by Felix 
Mendelson.” On the opposite page were the opening 
bars of the overture. 

The “book” was placed before the fabric hung 
“entrance” in the center of the background. The back 
and side walls were sheathed in the ornate coverings 
installed prior to the spring opening. The bulk of the 
expanse was covered with a sheeny, silver-gray silk, 
while columns, casings and corners were trimmed in 
a darker shade of gray felt. Sprays of metallic foliage 
about the “book” and a pair of modernist bracket lamps 
tianking the set piece proved valuable as decorative 
features. 


Start Season With Shoe Sale 


Nebraska Firm Has Had Successful Experience With 
Reversal of Trade Precedent 
By E. F. NELSON 
Display Manager, S. N. Wolbach Co., Grand Island, Neb. 


HERE is a skoe event that is of considerable merit to us 

that might be of interest to displaymen. It is customary 
with us to have a “Sample and Spring Style Shoe Sale” sell- 
ing at $4.00 a pair. We call it a “sale,” which it is, but at 
the same time we emphasize style for the spring or fall 
season. This is in direct contradiction to the normal method 
of ushering in a season,. but we find it to be very satisfactory. 
Along with these samples we fill in with broken lines from 
our regular stock of shoes. In this way we assure every cus- 
tomer of having some style in her size except the line of 
samples which run in sizes of 4 to 4%. 

In conjunction with this shoe sale it is natural that the 
customer should think of hosiery. With this in mind we 
have a $1.00 hosiery sale running at the same time. 

Of course, the only reason for the success of these events, 
0! which we have had twenty-four, is the method we use in 
handling our window space for the occasion. I trim the win- 
Cows at least three days ahead of the sales, so everyone will 
have a chance to pick out their favorite styles. 
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“It’s Smart to Use Schenker Figures’’ 








Presenting 


An Outstanding Creation* 


filling the need for a figure 
which.can be used at will in 
a standing or sitting posture. 


We are proud to be able to offer this ex- 
clusive feature to the world of display. It 
is reasonably priced, strikingly modern— 
just the mannikin you’ve longed for. 

*See same figure in sitting 
posture on page 52 
of this issue. 


‘ Write for photos, descriptions and 
prices of our unusual creations. 


Schenker Figures, Inc. 


Los Angeles 29 West 26th St. Chicago 
524 Spring St. 
South = |S NEW YORK South 
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Scott Stores Off to Auspicious Start 


St. Louis Unit Reveals New Variety Chain’s Scheme of Arrangement-— 
Former Detroit Display Club Secretary to Head Trimmers 


COTT Stores, Inc., new variety chain, have 
launched their campaign of invasion with 
enthusiasm and are spreading rapidly over 
the middle west. In this drive they are open- 

ing stores here and there based upon a standard plan of 
arrangement. 

One of the first to get under way was the St. Louis 
unit which opened at 5671 Delmar Boulevard, on May 


Views of the St. Louis Store—Above, crockery and 
tinware; center, jewelry and candy; base, cosmetics. 
Walls are paneled dad carry a two-tone decoration. 
Small wares are shown under counter lighting fixtures. 


25. This big modern establishment is a monument to 
efficient interior display. Here are rows upon rows 
of the latest type of counters, finished in mahogany. 
Arched lighting fixtures surmount the counters where 
toilet goods, jewelry, and sundries are displayed en- 
abling the purchaser to inspect these wares under the 
most favorable conditions. 
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The bulk of the stock is arranged upon these flai- 
topped, glass-partitioned counters stretching back froin 
the front for a distance of 150 feet. Over them glows 
a battery of indirect lighting fixtures. The walls 
above the counters are paneled and finished in a light 
two-tone color scheme that is to be used in all of the 
Scott stores. 

The backgrounds of the windows along the fifty- 
two foot front are finished in dull silver and stippled. 
Lighting is provided by reflectors recessed into the ceil- 
ings of the windows. The style of trimming departs 
very largely from traditional variety display by falling 
back upon stocky units. Every effort is made to avoid 
the catalogue arrangement which has been followed by 
many of the forerunners of this firm. 

That Scott stores displays will be above the average 
for organizations of this character may be presumed 
upon the appointment of M. F. Long as display man- 
ager. Long comes to the organization from the dis- 
play department of Montgomery Ward & Co., where 


SESERSRREREARSSOHRERAGEHR SSTTRRRERTHRERHEEERERERRR ERE GEE 
4 ced shalahaahaaelaltatat eadeaeanbeienataiaiatetie 


A Part of the St. Louis Front—Stocky trims are 
favored but jumbling of goods is tabooed. 


he has been a member of the headquarters staff. Be- 
fore joining Ward’s he was for five years in charge 
of windows for the Woodward Avenue dollar store 
of the S. S. Kresge Co. in Detroit. He was prominent 
in the Detroit Display Club and served as its secretary 
for a year. 





MAHARAM BUSINESS EXPANDING 

After spending a resultful week at the Chicago I. A. D. M. 
convention, Joseph Maharam, of the Maharam Textile Cor- 
poration, New York City, specialists in fabrics for the dis- 
play profession, visited the Pacific Coast territory. The 
business in that territory had expanded to such proportions 
under the guidance of Andrew J. Rocks, west coast man- 
ager, that it became necessary to take a long-term lease for 
a commodious store in Los Angeles, where an abundance of 
their profuse variety of entrancing textiles will be carried. 





VIENNA CONGRESS TO BLAZE TRAIL 
The International Display Congress, which is to meet in 
Vienna in September, is making a super attempt to insure a 
genuinely internat?onal flavor for the gathering. The Leipzig 
convention, which preceded it last year, was organized. by the 
German and Austrian organizations and drew most of its 
attendance from these countries. 
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Where the Art Is in Modernism 


(Continued from page 30) 





In this discussion of modernism the author has 
dealt with the subject very largely from the standpoint 
of the artist. To a considerable degree he has con- 
founded impressionism with modernism, a very natural 
error as the first impetus toward a liberalization of de- 
sign was obtained through the impressionists. But 
modern art in its present status is not at odds with 
realism—its primary purpose is to strip art creations 
of superfluous ornament. Correctly defined, it is sim- 
plicity in the ‘nth degree. 
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istic design is simple, as the basis of modernism is ab- 
straction, but it must have a real idea behind it. It is 
not euough to put a circle here, a triangle there. Use 
them only if they represent something. 

If a modern design will harmonize: with merchan- 
dise or accent its attractiveness, use it. Attention is 
what you are seeking. As the salesman calculates the 
effect of his sales talk, fashion your settings. Make 
modernism serve you by stressing the features that you 
want to bring out. 

Knowledge is the antidote of fear. If you know 
that you have a sound design that conveys to the passer 
an idea that will create demand for your goods, botii 
the “boss” and the patron will be pleased. Your em- 
ployer will soon grasp the significance of your innova- 
tions and the way will be cleared for further advances. 

Modernism is efficient, economical and simple if 
interpreted by a student of the form of expression. In 
the hands of an amateur it is a dangerous toy. But it is 
in the world the same as the theories of evoiution and 
relativity. Time and experiment will test its worth. 





Hints on Lighting 

(Continued from page 35) 
that it be of a light neutral gray tone which will har- 
monize with any color of merchandise or light. 

The simplest method is to flood the window with 
tinted light, such as orange, amber, green, light blue, 
or rose, depending upon the character of the display. 
However, the more artistic effects are to be obtained 
by the use of two or more colors from different direc- 
tions. This creates striking, colored shadows. Deli- 
cate tints can be obtained by combinations in various 
amounts of pure colors and white light. In any set- 
ting a particular article can be featured and brought 
into prominence by the use of the spotlight. Count- 
less possibilities will immediately suggest themselves 
to all who have made a study of window decorating. 
The effective use of color, however, demands a good 
system of lighting equipment and sufficient outlets to 
permit easy control of the variations of light inten- 
sity, direction and colors that are desirable. 


A’ THOUGH this article has been confined to light- 

‘ing the windows whatever may be said regarding 
kecping lighting equipment clean holds for both the 
interior and the window units. 

Dust and dirt, collecting on the reflectors and 
lamps soon reduce the efficiency of the units, and, 
unless the units are given frequent attention with soap 
an’ water, the illumination will be greatly impaired. 
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ST. NICK 


Evergreen, Snow-tipped 


CHRISTMAS 
TREES 





announces the new 
5-foot size, ideal for 
window and interior 
decoration. Ct. Nick 
irees are handsome, 
natural, and the silver 


studding stays bright 
indefinitely. Made in 
sizes from a few 
inches high, and in 
three distinctive base 
styles. Investigate! 


ARTHUR W. 


HAHN 


197 Lafayette St., New York City 


Established over 38 years 





























No. 36-D China Easels & Display Racks 
T= almost universal applica- ey 


tions of TIMBERLAKE Fix- 
tures make them unusually accept- 
able to disp'aymen. Our greatly 
increased lire and complete 
stocks permit prompt ship- 
ments. 







| No. 36-C Store Display Fixtures 
| 
| 


Our new catalog lists many new num- No. 84-3 


bers and designs which fill a modern 
need. Send for your copy! 


| No. 834-3—DISPLAY STAND. FOR 

i HOSIERY, BEADS, ETC. 

| Height 20” or 24”. Specify. Upright 5-16”. 
Cross Bars %4”x12” out to out. Distance 
between bars 10%”. Double arm adjusts 
up and down on rod. Base Line—3—5” 
Diameter. Also supplied with Line 1 or 
Line 2 Base. 


No. 318—-COUNTER 
SHELF BRACKET 
No. 318 For Back of Counter 


Height 12”. Takes 6” glass or wood 
shelves. 3-16” thickness steel, 1” 
wide. Double thickness on ver- 
tical. Very strong. Two screw 
holes bottom. Price is indicated 
at price per bracket (not per pair). 


No. 597 PIECE GOODS STAND 


Height 114%”. Width Arch 4”. Feet 8” 
length by 1%” width. Rod %” 
Diameter. Base measures 8”x8”, No. 597 


Also with rubber covered 
feet. Specify as No.597R. 


Send for New Catalog 
Today 


J. B. TIMBERLAKE & SONS, Inc. 




















JACKSON, MICH. 








Display Men! Send for Your Catalog! | 
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A portrait made with a Paasche airbrush appears at the left. 


The center shows the new Schenker reclining figure. 


At the right is an example of the snow-tipped “Si. Nick” trees marketed by Arthur W. Hahn, Inc. 


How to Trim With Crepe Paper 
(Continued from page 32) 
right, feed the twelve-inch strip into the left; turn 
your left hand as the strip is received. Tie a string 
around the bottom and tack to the lower end of spray. 

The next step is to place the valance. Slip about 
two inches of a’roll of paper out of the package and 
cut the corners off the end. Make. these as even as 
possible because your whole valance will appear un- 
balanced if you do not. Tack this piece up around 
the top of your window, covering all tacks and other 
bad appearing places. 

The floor is then laid with a two-inch border of 
the same design as that used for valance, the mer- 
chandise placed in neat, uncrowded array, and a light 
sprinkling of confetti placed over all. 





Father’s Day Prize Winners 


(Continued from page 17) 


display. The complete list of prize winners is as 
follows: 
First Prize—$250.00 
Carl W. Ahlroth, display manager, The May Company, 
Los Angeles, Calif. 
Second Prize—$150.00 
Albert L. Wise, display manager, The Printz Company, 
Inc., Jamestown, N. Y. 
Third Prize—$100.00 
W. C. Smith, display manager, P. B. M. Company, Wichita 
Falls, Texas; M. Wolfson, display manager, Klee Bros. & 
Company, Chicago. 
Three Fourth Prizes, Each of $50.00 
Lothar F. Dittmar, display manager, The Ernst Kern Com- 
pany, Detroit, Mich.; Bob Hanson, display manager, Nelson- 
Moore Company, San Diego, Calif.; L. L. Wilkins, display 
manager, Kerr Dry Goods Company, Oklahoma City, Okla. 
Fourteen Fifth Prizes, Each of $25.00 
Max S. Berck, display manager, Frankel Clothing Com- 
pany, 513 Walnut Street, Des Moines, Iowa; R. A. Corbin, 
display manager, Radin & Kamp, Fresno, Calif.; A. Demey, 
display manager, Roos Bros., Market and Stockton Streets, 
San Francisco, Calif.; G. J. Eisenberg, display manager, 
Harris Company, San Bernardino, Calif.; Donald A. Fergu- 
son, display manager, S. L. Bird & Sons,’ Detroit, Mich.; 
Edward Frasee, display manager, The Union Company, Co- 


lumbus, Ohio; Carlos del Hierro, display manager, Popular 
Dry Goods Company, El Paso, Texas; Paul A. Kuschell, 
display manager, Tuttle & Clark, Detroit, Mich.; Carl W. 
Larson, display manager, The Boersma Company, Chicago: 
Henry Leibel, display manager, M. Goldenberg’s Department 
Store, Washington, D. C.; R. J. Patterson, display manager, 
Weiss & Goldring, Alexandria, La.; Everett W. Quintrell, 
display manager, Elder & Johnston Company, Dayton, Ohio; 
Max Safir, display manager, The Smith-Kasson Company, 
Cincinnati, Ohio; Phil J. Westland, display manager, The 
Hub, Steubenville, Ohio. 
NEW SCHENKER FIGURE 

Shown here is the new mannequin by Schenker Figures, 
Inc., New York City. A unique feature is its use as both a 
standing and reclining figure by the purchase of a special 
leg-form. This model, like others of the complete Schenker 
line, can also be purchased with additional arms, enabling 
the displayman to use the same figure on different occasions 
in different poses, affording a still wider scope for the use 
of this new mannequin. It has beautiful new lines and can 
be had in a variety of finishes, including natural flesh, sun- 
tan, porcelain, ivory and pearl on pastel shades, or the latest 
washable “velvet” finish. This is an exclusive finish, similar 
to the so-called French peach-skin finish, but with the special 
advantage of being washable, at the same time retaining its 
dull finish. This new creation, added to the general line of 
Schenker Figures and the Junior Miss Models announced 
last month, completes the line and affords a choice of models 
to meet any need or taste. 





PORTRAIT MADE WITH AIRBRUSH 

Reproduced here is a photograph of a portrait made with 
a Paasche airbrush by William F. Busch, Springfield, Ill. 
Mr. Busch can hardly be considered an expert with the air- 
brush, as he had used one for only four months. The draw- 
ing was in freehand and shows the detail and expression pos- 
sible. That is why the airbrush is essential equipment 
for the displayman and show card writer. 





ST. NICK CHRISTMAS TREES 

Arthur W. Hahn, Inc., New York City, report a greatly 
increased demand for their line of evergreen, snow-tipped 
Christmas trees. This display and decorative specialty is 
well suited to many decorative uses and particularly in de- 
mand for holiday use in both show windows and store i1- 
teriors. A new number, five feet in height, has just been 
added to, the line. These trees are really handsome, natural, 
and the silver studding stays bright indefinitely. They are 
made in many sizes and in three distinctive base styles. 
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= INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 

= DISTRIBUTORS FOR UNITED STATES 

5 


CALEDONIA 8316 


ro oe ee eee UUTR TAU AMUUAULIUULUALUAL DAMMAM LALLLUMUU LALA UAM DURUM ALUALUAU LIRR UR EIU U MALMUD RIUIITURTITI AIT IIT 





5 


Ww 









NALA 


ail 














tell your prospect that vou’re right up to 
date ... and that they may expect the most 
attractive merchandise INSIDE your store. 


Write for new modern Catalog No. 15—TODAY 


The Onli-Wa 
Fixture Co. 


Dept. D. W. 
St. Paul Ave., Dayton, Ohio 


New York. The Display Center, 
1440 Broadway 























A Smart Display Catches the Eye---Onli-Wa Walnut and Maple Fixtures 


Smart displays are your best 


advertising medium. . 


. let them 


do the talking to attract folks 


inside, 
fixtures will do it. 





Conservative, 


modern 





Reg. U. S. Pat. Off. 



























Moderne 
Designs 
for 


FALL DISPLAY 





Two-tone Woods 
and Finishes 


Write for New 
Catalogue 





RLEE 


Display 
Fixture 


Co., Inc. 
Manufacturers 


172 Atlantic Ave. 
Rochester, N. Y. 

























DISPLAY 


These windows won the chief prises. Top, display by 
Lothar Dittmar, Ernst Kern Co., Detroit, winner oj 
the $75 first prise; base, window by Liepman Mercan- 
tile Co., Springfield, Mo-., winner of $50 second prize. 


ED CROSS National Display Week was 
ushered in on March 25 with a display con- 
test which engrossed the efforts of window- 
men throughout the majority of the states. 

The merchandising executives of the United States 
Shoe Company focussed attention of dealers every- 
where upon the wisdom of special displays to be placed 
during the period. Broadsides were used to acquaint 
the dealers with their purposes, while the house organ 
of the company was pressed into service to reinforce 
their claims. 

Terms were exceedingly generous ; $125 in prizes 
were to be awarded; $5.00 was to be paid for each 
photograph received. The only condition was that 
Red Cross shoes must be featured exclusively. Dis- 
play material was provided for the use of the win- 
dowmen, but its introduction was not made compul- 
sory. 

The result was that a large volume of pictures was 
sent in by dealers throughout the country, both in 
‘large and small cities, employing variation of the Red 
‘Cross theme in an interesting fashion. The resulting 
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Awards Announced in Red Cross 


S hoe (ontest 


deluge of displays proved to the United Shoe execu- 
tives the value of their effort. 

The first prize was awarded to Lothar Dittmar, 
display manager for the Ernst Kern Company, De- 
troit, Mich. The second went to the Liebman Mer- 
cantile Company, Springfield, Mo. A third prize of 
$15 was created for the Boston Shoe Company, Louis- 
ville, Ky., because of the excellence of their trim. 

The primary objective of the contest was, of 
course, publicity for the products of the company, but 
it was the desire of the promoters that genuine selling 
windows should be developed wherever possible. As 
the “display week” came just before Easter, it was 
assumed that a strong fashion buying appeal would 
be incorporated, and this proved the case in a num- 
ber of instances. Perhaps the most attractive display 
entered was designed by Lothar Dittmar, winner of 
the first prize, athough by no means first in sales 
power. The entries which won second and third prizes 
were given this position primarily because of the ex- 
cellent manner in which sales appeal, based upon 
the seasonability and style of the merchandise, was 
brought out. 





MUNICIPAL PRIZE FOR THE BEST SHOW WINDOW 
The International Congress of Window Decorators which 
was held in Vienna from September 7 to 9, received un- 
expected support and recognition from the Austrian gov- 
ernment. The first instance was a welcome extended to the 
delegates at the city hall by the mayor of Vienna. This was 
followed by a reception by the minister of commerce for the 
Austrian republic, which was held in the Pracht Salon of the 
Schoenbrunn Casile. But the greatest recognition afforded 
the congress came through the offering of a prize by the 
government for the best window installed during sessions. 


| 
a 
| 


| 


fe ene a ee le ee = a | 
The judges thought so well of this display, entered by 


the Boston Shoe Co., Louisville, that they created « 
special prise of $15 for this concern. 
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The Diamond Jubilee 


(Continued from page 45) 
»artment was a mass of glittering diamonds among 
sak leaves, over counters of beautifully displayed 
‘ewelry and toilet articles. 
It was the aim of the advertising and display de- 





Moyne G. Hoge, Display Manager, Carson, Pirie, 
Scott & Company, Wholesale. 


partments working in close cooperation to dramatize 
each department in a way never to be forgotten. 

Moyne G. Hoge, display manager and his first assis- 
tant, George Thomas, worked out the displays in con- 
junction with R. J. Thain, advertising manager and 
J. W. Kunning, sales promotion manager. Figures 
proved it the most successful event from the standpoint 
of crowds and sales in the seventy-five years’ history 
of the firm. 


Pacific Convention Program 


(Continued from page 25) 

11:40 a.m.—Discussion of Mrs. Kipplinger’s address. 

11:50a.m.—Presentation of awards for Hardeman hat dis- 
play. Comments of judges. 

12: 00 noon—Adjournment. 

12:15 p.m.—Joint meeting and luncheon at Benson Hotel of 
Portland Ad Club and P. C. A. D. M., A. O. 
Hewitt, chairman. Address, “The Relation Be- 
tween Display and Other Forms of Advertising,” 
by J. H. Everetts, president of I. A. D. M. 

Afternoon 
Van Raalte lingerie competitive window trims to be in- 

stalled by two o’clock. 

: 00 p. m—Call to order. 

:05 p. m.—Entertainment. 

:15 p.m.—Address, “The Science of Color and Its Correct 

Use,” by Dr. J. E. Simons, colorologist. 
.m.—Open forum discussion. 
: 00 p. m.—Presentation of awards for Van Raalte lingerie 
display. Comments of judges. 
.m.—Selection of convention city and election of 
officers. 

3:40 p. m—Remarks by retiring president, A. O. Hewitt. 

3:45 p. m—Adjournment. 

4:00 p.m.—tTrip over world famous Columbia River High- 
way. 
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Evening 
7:00p.m.—Dinner at Chanticleer Inn, Columbia River 
Highway. 
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Many-color ed 
aSa Morning Sky 


Toe newest and in many ways the most 
colorful of window decorating materials is 


Dennison’s Pastel Crepe Paper. It is made by 


a special process which gives it a beautifully 


varied, softly blended, random pattern in the 
clear, brilliant hues of dawn. It has this spe- 
cial virtue, too, that it is as springy, elastic and 
pliable as plain colored crepe. Thus you can 
have a decorated crepe paper which will make 
up into tubes, drapes, flutes, rosettes and other 
forms with perfect facility. Used for such pur- 
poses its random-tinted pattern gives beauti- 
ful, novel and original color effects. Stocked 


in all regular packagings. 


Dennisons 
Pastel Crepe 


DENNISON MANUFACTURING CO. 


Department 45-J Framingham, Mass. 


Please send me without obligation samples of Pastel 
Crepe, together with a copy of your Display Bulletin. 


Name.. an 
Firm.....- sade 


Address cmatates 
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Who They Are and What They Say 


MONG the displaymen who 
are expected to participate 
in display contests and to do 
it so carefully that they win 

outstanding prizes is Vernon P. Estes. 
For a number of years he has been in 
charge of displays for the Kewanee 
Dry Goods Company, of Kewanee, 
Ill., combatting many difficulties but 
making sterling despite 
them. He is still a young man, still 
full of energy and ambition, and in- 
terest in the advancement of his 
craft. In talking about his display 
career recently it was brought out 
that his entry into the profession was 
quite by accident.. However, he seems 
to have found it immediately agree- 
able and has continued in its practice, 
achieving a worthwhile reputation as 
an outstanding trimmer. 


progress 


“My father was not very well 
fixed financially, so what money I had 
I earned by doing any kind of odd 
jobs I could get,” he declares in re- 
counting his experiences. “When about ten years old 
I got a job passing bills for a store in the town in 
which I lived. These bills were distributed every 
week—after school Friday and Saturday morning. 
There were two little villages on my route. I would 
go to the one farthest away—it was about seven 
miles—pass bills there, then walk back to the other, 
pass the rest of my bills there, then walk home. I 
was paid thirty-five cents and car fare for this trip. 
This job soon led to regular work before and after 
school and on Saturday. I still passed bills, but also 
helped care for the store furnace, swept out the store, 
dusted, helped keep: stock and even cleaned out my 
employer’s barn. I remember this job well because I 
was so afraid of his horse. 


“My first notice of window display was when a 
salesman for the factory came to the store to put on 
a sale of gray granite ware. One of the first things he 
did was to make a display in a window. I marveled 
at the way he could make the pots and pans stand in 
great orderly stacks, and at the speed with which he 
worked. As I remember the window now, it was just 
about as crowded as it possibly could be, but at that 
time I thought it was wonderful. 

I finished grade school and -went to high school 
for two years. Then I took a full-time job in a drug 
store and confectionery. By full time I mean from 





This biographical sketch of Mr. Estes is the fifty-fifth of a series 
now in frocess of publication. 


VERNON P. ESTES 
Dis. Mgr., Kewanee Dry Goods Co., 
Kewanee, Ill. 


before seven in the morning until 
eleven at night, seven days a week, at 
a salary of ten dollars a week. After 
two years I went back to high school 
and worked mornings, nights and 
Saturdays in a clothing store. After 
graduation I took full-time employ- 
ment here as a salesman. Then came 
the war and I enlisted. In eighteen 
months ! was discharged and re- 
turned to my job in the clothing store. 
Up to this time I was undecided 
about a career, but I became very 
much interested in ads sent me by a 
display school. I was offered another 
job and when I went to resign my 
boss asked me to stay, and, as an in- 
ducement, offered to pay half of my 
tuition to the display school at the 
beginning of the next year. I stayed. 


“At school I paid little attention 
to any but clothing demonstrations, 
for I thought I would stay in clothing 
all of the time. Now I would rather 
put in any other kind of display. 

“IT studied card writing and advertising as well as 
display at this school so when I went back to my 
job I did the display work, card writing and adver- 
tising. One of my employers had been a carpenter 
by trade and from him I learned about all I know of 
background construction. 

“After a time I was offered a place in a dry goods 
and women’s apparel store and I accepted. Here my 
duties were the same as they had been in the clothing 
store. Selling, of course, was one of them. After 
two years I went to a larger store of the same kind, 
and four and one-half years ago I came to the 
Kewanee Dry Goods Company. 

“T have always been on the ‘lookout’ for advance- 
ment, but have never left one job until I had another 
that I thought was better. I believe that a display- 
man should feel that his profession is his capital and 
that he should take inventory from time to time in 
order to find out if he is moving forward or back- 
ward, and, if backward, he should make a change. I 
don’t mean that a man should be a transient, but if 
no advancement is in sight it’s time to find a place 
that does look promising. 

“I believe that most city stores promote display 
as much as possible, but I know from experience that 
the small town store owner all too often fails to realize 
his windows’ value. He has no means of measuring 
the returns they bring him for the money invested so 

(Continued on page 60) 
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Lemonade 
—freshy 


The window material exhibit of the California Fruit 
Growers’ Exchange that won first honors ai the Pacific 
Advertising Clubs’ convention. 


T the Pacific Coast Advertising Club’s conven- 

tion in Oakland in June, the California Fruit 

Growers Exchange won three first awards 

out of four entries. Blue ribbons were 

awarded: (1) For the most effective window and store 

display advertising campaign; (2) for the most effec- 

tive campaign of street car advertising, and (3) for the 
most effective campaign for a family of products. 

The cards which formed the exhibit of window 
material are presented in an accompanying plate and 
reveal clearly the comprehensive nature of the pieces. 
Not only are they handsomely lithographed, insuring 
a contribution of color and attractiveness to dealers’ 
windows and ledges but each is designed for a definite 
purpose and contains an impelling suggestion for pur- 
chase of oranges or lemons. 

The big window card at the base of the collection 
is a colorful bid to partake of summer’s most char- 
acteristic drinks. Linked with the “extractor,” in com- 
mon use at fountains, it is a compelling bit of publicity 
for fresh fruit beverages. 

The huge cutouts of lemons and oranges have their 
place in the program by promoting use of the fruits 
in drinks prepared “at home,” a very valuable means 
of furthering consumption. The “shampoo” card sug- 
gests a use for lemons that is frequently overlooked. 
Another unit links lemons with “iced tea,” an asso- 
ciation that means much to the growers of the fruit. 
Lemons as_pie filler, oranges as breakfast fruit, and 
as the basis for salads are suggested in other cutouts. 

This battery of attractively illustrated panels and 
plaques demonstrates a faith in. the window and interior 
display that is founded upon successful utilization of 
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Scanning the Field of 


* 
m8 Pee Sar LS Ct i Ma 
This citrous fruit window brought a Chicago unit of 
the Liggett Co. a 25 per cent increase in volume. Note 
the use of cards shown in the parallel exhibit. 


the media in previous years. The thoroughness of 
coverage, and the strength of the reminder publicity 
is worthy of the success which it has won for the Caii- 
fornia Fruit Growers. In their adaptation of the ad- 
vertising message to the environment of display they 
have made a significant advance over prevailing stand- 
ards which should blaze a trail for ambitious copyists. 


HAT this material means to the dealer is well 
brought out by a pair of recent displays reproduced 
here. The first is a window trimmed for the Manor 
Pharmacy, New York City. The big window panel 
which served ‘as the principal piece in the entry at the 
advertisers’ convention appears on the top ledge of 


Summer uses for Murine are detailed on the side panels 
of the artistic display piece suppliedby manufacturers. 
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A handful of oranges, a few puffs of crepe paper and 

the Sunkist window panels made this New York drug 

store's fountain a 200 per cent increase in fruit drink 
volume. 


this shallow trim with flanking cards of equally at- 
tractive coloring. Below is an art panel which serves 
as a background for a handful of fruit displayed on a 
shelf covered with crepe paper. Baskets of fruit below 
this on a base of puffed fabric complete the arrange- 
ment. So productive was this display that custontary 
consumption at the fountain of less than half a box 
of oranges per week was raised to one and a half boxes. 

One of the Liggett drug stores in Chicago con- 
tributes the other illustration. Here a crepe paper 
background of twisted streamers supports the “orange- 
ade” panels previously dwelt upon. A handful ot 
fruit is used as a fringe for the foreground of the 
streamer—draped floor. This window increased cit- 
rous drink sales 25 per cent. 

It is dealer cooperation of this kind with full 
recognition of display possibilities and whole hearted 
effort to fully capitalize it that has brought the Cali- 
fornia organization into the forefront of food mer- 
chandising. It is to be commended not only for careful 
appraisal of display as a medium but also for thorough 
effort to utilize it; first, through preparation of high- 
class “helps” for dealers and, secondly, through main- 
tenance of a far-flung dealer organization that supplies 
trained trimmers and sales promotion men. 

NOTHER instance of full capitalization of oppor- 

tunity is seen in the display material prepared for 
“Murine.” The panel furnished dealers for use during 
the summer is in effect a background large enough for 
the average window. The illustration is the work of 
Andrew Loomis, a prominent artist, and is presented 
in colors that harmonize with the season. Alongside, 
on the wings, are depictions of episodes which make 
“Murine” desirable. 

(Continued on page 61) 
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Modern Promotion | 
Methods 


MERCHANDISE EXHIBITIONS 
FASHION AND TRADE SHOWS 
COMMERCIAL EXPOSITIONS 


FLAMINGO 


Art & Advertising Ce 


GRAYBAR 
BUILDING 


New York | 
| 


“ami 








NOV --- 
in Seattle 


A complete showing of window display equip- 
ment, featuring the latest novelty and stand- 
ard ideas of the leading houses. Conveniently 
located to serve you promptly. 


Western Window Display Supply 


Terminal Sales Bldg. Seattle, Wash. 























INLAID DESIGNS 


Maple and Walnut 
Natural Finish 


Something new in 
display fixtures at 
attractive prices. 








Write for Circular on 
These Newest Ideas 




















Cincinnati Show Case & Display F ome Works 


226-38-40 MAIN STREET CINCINNATI, O. 
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DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 


ALBANY, N. Y.—Joseph B. Carey, Advertising, Six Norton St. A. 
complete service covering central and eastern New York. 





BOSTON AND NEW ENGLAND—United Display Corporation, 
formerly Burns Display Service, Inc., established 1917. Headquarters 
53-57 Bristol St., Boston, Mass. C. W. Orr, Mgr. 





BUFFALO, N. Y.—Windo-Craft Display Service, 32 E. Genesee St. 
E. Preston Browder, Mgr. Covering Buffalo, Rochester and vicinity. 





CALIFORNIA—Larger cities covered daily; country towns every 14 
days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Adver- 
tising Co., 1507 Sunset Blvd., Los Angeles. 





_ CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Don’t overlook the south, Mr. Advertiser. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicage and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


COLUMBUS, OHIO—Universal Window Trimming Co., 476 S. Bur- 
gess Ave. Max Gutkind, President and General Manager. Established 
and reliable display service doing work for over fifty different adver- 
tisers. 








DETROIT, MICH.—Detroit Window Display Service, 438 E. Wood- 
bridge St. R. V. Wayne, President and Manager. Whether it’s fall, 
winter, spying or summer, we’re ready for you. A background of years 
of service and a list of national advertiser clients that will surprise 
you. Write for circular on Wayne Clock System. 





INDIANAPOLIS, IND.—Weber’s Pioneer Display Service, 29 Ken- 
tucky Avenue. Fred. W. Weber, Manager. The right kind of window 
installations. Fire insurance carried for your protection. 





LITTLE ROCK, ARK.—Co-operative Display Service, 212 E. Mark- 
ham St. A complete and dependable display service. 





MILWAUKEE, WIS.—Advance Display Service. Office 170 Belair 
Place. - Warehouse 431 Wisconsin Ave. J. Harry Bayley. 





MILWAUKEE, WIS.—Wisconsin Display Co. L. T. LaCoss, Presi- 
dent and General Manager. If in need, sure, in deed. 





MILWAUKEE, WIS.—Stefan Display Service, 1920 Vliet St. 
Largest in Wisconsin. Responsible, efficient, organized. Personal 
supervision. 





NEW JERSEY-—Jentzen’s Window Dressing Service, 772 40th St., 
North Bergen, N. J. Geo. H. Jentzen, Mgr. Expert crepe paper 
installations for national advertisers. All work guaranteed. 


NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold” Ragonesi, Mgr. Window instalation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
hte have satisfied others, why not you? You can try our service 
ut once. 


NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 


OKLAHOMA CITY, OKLA.—Oklahoma Wind-O-Display, Inc., 22014 
W. Third St. All of Oklahoma covered each month. 


OSHKOSH, WIS.—Mees Display Service, 117 Main St. A _ well 
established service covering Oshkosh and surrounding territory. 


PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
Samuel J. Hanick, Manager and Director. unique display service 
for national advertisers covering Pennsylvania, New Jersey and Dela- 
ware. Write for a list of satisfied clients. 


PITTSBURGH, PA.—Ryan Dispjay Service, Broad and Station 
Sts. Hugh J. Ryan, Pres. & Mgr. Thoroughly covering Pittsburgh 
and 60 surrounding towns. 


_PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 


QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 


























RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROCHESTER, N. Y¥.—Windo-Craft Display Service, Offices 32 E. 
Genesee St., Buffalo, N. Y. E. Preston Browder, Manager. Covering 
Rochester, Buffalo and vicinity. 





SALT LAKE CITY, UTAH—The Window Display Service, 403 E. 
Fourth South St. N. W. Reynolds, Manager. A really dependable 
service affiliated with the Drug Buyers’ Club. 





SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations. guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 





ST. LOUIS, MO.—Thornhill’s Display Service, 919 High St. A com- 
plete and reliable window display service for the national advertiser. 
We satisfy our many clients. 





SYRACUSE, N. Y.—Joseph B. Carey, Advertising, Hills Bldg. A 
complete service covering central and eastern New York. 





UTICA, N. Y¥.—Joseph B. Carey, Advertising. Two Lafayette St. 
A complete service covering central and eastern New York. 





WATERLOO, I10WA—Henson Display Service, 339 Dane St. A 
complete window display service in this vicinity. 





WHEELING, W. VA.—Iams Display Service. Distinctive displays. 





Who They Are and What They Say 


(Continued from page 56) 
he just naturally hates to go down in the cash register 
and spend money on them. In every job I have had, 
I have had this handicap to contend with. I believe, 
however, that this fault is becoming less noticeable 
each year. 

“One of the worst problems of the small town 
displayman is how to handle the windows as he sees 
ft. He is hired as the displayman and yet often 
has no authority to select merchandise for his dis- 
plays. I know of cases where he is told just where to 
put each article in his window. I can’t suggest a 
remedy for this problem. 

“I believe that display contests are a great in- 
centive to all alert displaymen. For the chance of 
winning a prize they are inspired to attempt ambitious 
projects which are of great benefit to him in the end, 
whether he is among the winners or not. I have 


always entered every contest that I possibly could and 
only once have I failed to win a prize. As I see it, 
the idea is the main thing in any display. I know that 
it’s the item that wins contests. Once one gets the 
idea the other details just naturally develop as the dis- 
play is worked out. When there is a question about 
any part of a display, it is a good idea to have a photo 
taken of it, for every fault will show up in the pic- 
ture. 

“T attended my first displaymen’s convention in 
Chicago twelve years ago. Although I was not a 
member of the I. A. D. M. at that time, I was so-im- 
pressed that I joined a short time later. Since then I 
have attended as many conventions as possible and 
I am sure that I have always been benefited by them 
whether they were state or national. 

“In my present place I have one assistant and we 
handle all of the advertising, displays and card writing 
for the large, modern department store.” 
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Scanning the Field of Dealer Helps 
(Continued from page 59) 

Above all else, flexibility is necessary if window 

material is to obtain general placement. When in- 

stallers are faced with the task of adapting their decor- 


An ultra-flextble display produced for “Feen-a-Mint.” 
atives to a host of differing dimensions the ability to 
shift the position of a panel a few inches is a factor 
of no mean importance. The unwieldy rigid piece, 
four or five feet in breadth, handicaps them severely 
and forces them to make clumsy adjustments that oi- 
ten impair the value of the display. Health Products 
Company has gone a long way toward solution of this 
problem with the group of cutouts that it is supplying 
for “Feen-a-Mint” trims. While produced in the 





The A. B. range’s oven door screens a terse 
industrial movie. 


style of the central panel and flanking cards favored 
by most national advertisers, these cutouts are of such 
modest size that they can be brought in compactly or 
spread out over a wide expanse with equal facility. Each 
of the three chief pieces is designed to outline the value 
of the product to a specific member of the household, 
an admirable effort despite the fact that the art work is 
a bit involved and difficult to comprehend at a glance. 

A novel idea applicable to a limited number of dis- 
plays has been worked out by the A. B. Stove Com- 
pany of Battle Creek, Mich. The scheme calls for 
replacement of an A. B. range’s oven door with a 
panel containing a white screen. From within the 
oven a motion picture projector throws upon this a 
story of the manufacture of the stove and the superi- 
ority of its construction. 

James C. Devoe, of the firm’s advertising staff, de- 
clares the the artifice has proved a successful window 
attraction for campaigns when an A.B. sales repre- 
sentative can be on the ground and operate the pro- 
jector. 
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Astounding Reductions 


in Fine 


Art Metal Display Stands 
and Fixtures 


Direct from the Manufacturer 


In a Profusion of Enchanting Designs 
We Have 


Modernistic Wrought Iron 
Both Plain and Hand-Hammered 


They Are Bound to Create Catchy, Forceful 
Displays for Your Merchandise 


PRICES ARE REMARKABLY LOW 


Correspondence Especially Requested 


Consolidated Deeley Fixture Corp. 


32 West 32nd Street, New York City 




















Colorful, modern Pines, 
especially designed for 
window displays, back- 
grounds and settings. 
Used by foremost win- 
dow designers during 
the entire year. 


North Ridge Pines Catalog FREE 


A new item is our 5-foot 
PINE—to trim windows of full- 
sized merchandise — furnished 
plain or frosted. North Ridge 
Pines are furnished in sizes 


from 4 in. to 60 in. high. 


Send Today 


Catalog showing many 
window trims and com- 
lete line now ready. 


Copy FREE. 


v NORTH RIDGE PINES 
mei, Freeport, Illinois 



















| C. B. TRACEY, Sec and Treas. 

DISPLAY FIXTURES --METAL AND WOOD 
IN THE MODERN ART 

| Brass Grills—Brass Railings 

| 915 Filbert St. 











Philadelphia, Pa. 





Santa, the Animated Builder 
of Good Will 


An _ exclusive economical animated Christmas 
Display with good-natured life-like expression. 
The Santa Claus that talks to the kiddie and 
puts the grown-ups in a cheerful spending mood. 


CHARACTER DISPLAY CO. 
3249 N. Herndon St. Chicago 








Mention DISPLAY WORLD When Writing Advertisers 


DISPLAY 


Notes from the 


isplay Services 


HERE is one thing in life that man never over- 
looks—his personal appearance. He shaves, 
brushes his hair, washes and keeps his clothes 
clean and well pressed. Now I ask the ques- 

tion, “Why does he do all this?’ Certainly not to be 
talked of as a dude or to attract the ladies. There is a 
reason. You wouldn’t invite a tramp into your house 
to meet your friends, neither can you expect to get 
anywhere looking like a tramp. 

At this point walk out in front of your store and 
look at your windows, then take a look at yourself. If 
they are well groomed you have your window dresser 
to thank; if they are not properly groomed you have 
no one to blame but yourself for not using your greatest 
asset to advantage, your greatest magnetic sales-draw- 
ing power—YOUR WINDOWS. 

Don’t put your store on the same level with the 
tramp; let the national advertisers keep your windows 
in good shape for you through their window trimmers. 
All national advertisers have local window trimmers 
who are personally acquainted with the merchants. 

Keep in mind that the things that one doesn’t see 
one hardly ever wants. Which do you prefer—the 


PASSER-BY or the PASSER-BUY ?—L. W. Hohen- 
stein, Savannah, Ga. 


“My sons and I always argue as to who shall read the 
DISPLAY WORLD first, and I can speak for them as well 
as for myself that we get more inspiration from reading the 
DISPLAY WORLD than any other trade journal we receive,” 
says John E. Rhoads, of John E. Rhoads & Sons, window 
display and decorating specialists, Corning, N. Y. This or- 
ganization covers southwestern New York from Elmira to 
Jamestown, both for installations and bulletin service. They 
also specialize in commercial decoration. Accounts being 
served at present include the Standard Oil Company of New 
York, the Standard Oil Company of New Jersey, and Purina 
Mills of St. Louis. On August 3, they completed interior 
decorations of a novel radio studio and salesroom for Charles 
E. Bostwick, Corning dealer. 

Members of the staff now include: John E. Rhoads, Sr., 
general manager; John E. Rhoads, Jr., field manager; Charles 
EE. Rhoads, shop manager; Robert Mann, foreman of bulletin 
and sign work, and E. E. McAlister, Fred Herr, Tom McAlis- 
ter, Ray Roberts, Walter Wasmunski and Clifford Dyer, field 
men. Newell E. Smith, formerly with the Rockwell Com- 
pany, is joining the staff. 


H. M. Fisk, who has been operating the Fisk Window 
Display Service, Seattle, Wash., has announced the estab- 
lishment of the Western Window Display Supply, with offices 
at the Terminal Sales Building. This company will endeavor 
to supply the display needs of the merchants in the Pacific 
northwest and will stock the newest in display supplies, deco- 
rations and equipment. Mr. Fisk reports that conditions in 
the northwest are especially favorable at this time, that the 
merchants are display conscious, and that many of them are 
remodeling and enlarging their stores. In fact, window dis- 
play in the northwest is on a par with that in any section of 
the country. 
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Consolidation of several regional services in the United 
Display Corporations, formerly the Burns Display Service, 57 
Bristol Street, Boston, Mass., has been signalized by quick 
accretions to business. “We cover the entire New England 
territory with the exception of Connecticut,” says E. Seery. 
“We have a large, happy family, consisting of between forty 
and forty-five well-experienced, well-trained and well-super- 
vised men who cooperate with us to the very limit. We 
have ust tied up with the McKesson-Robbins program, which 
means approximately 600 windows every two weeks in this 
territory. Among campaigns we are now handling are: Flit, 
H. K. Mulford, Pyrol, Peterman’s Insecticide, Lysol, Genera! 
Ice Cream, Mentholatum, Old Gold Cigarette, Coca-Cola, 
Sergeant’s Dog Remedies, Auto Strop, Hind’s Cream, Sal 
Hepatica, Ipana, Pureoxia Tonic, Bushway Ice Cream, Van- 
derbilt, Absorbine, Jr., Schick Razor, Camel Cigarettes, Oxi- 
tan, Blue Jay, Blue Ribbon Malt, Mennen’s, Ivanhoe Mayon- 
naise, Feen-a-Mint and Deodo.” 


“IT am covering Hudson, Bergen and Passaic counties,” 
says George H. Jentzen, Jentzen’s Display Service, North 
Bergen, N. J., “putting in Chesterfield, Piedmont, Fatima, 
Granger and Velvet displays for Liggett-Myers Tobacco 
Company and local companies, also local stores in the above 
counties. In the fall will cover more counties, but I would 
like to point out that I have twenty years’ experience dress- 
ing windows, ten years with the big stores around New 
York City and vicinity, and ten years in own service. Also, 
I am paying better prices to my men, that is why I get better 
windows. I will guarantee my window displays, pointing out 
to the manufacturers if they pay better prices I can pay my 
men better price. Instead of nine or ten at, say a $1.00 each, 
why not four or five windows at $2.00 each? The manufac- 
turers will be satisfied, the storekeeper will always look for- 
ward for our men and let no one else do their work—every- 
body satisfied. With my experience I can teach my men how 
to dress better windows.” 


Contracts for installation of Zip shaving displays in 
Hartford and Bridgeport, Conn., and Springfield, Mass., 
have been let to the Advo System, 488 Main Street, Hart- 
ford. Morris Sigel, manager of the concern, announces that 
because of the steady advance in business volume, they have 
enlarged their quarters and added two new men to the staff. 
On August 22, they began a campaign on Gillette blades in 
Hartford. Bleach-Tex toilet paper is another account re- 
cently handled. 


The Western Wholesale Drug Company has contracted 
with the Codd Advertising Service, of Tucson, Ariz., to in- 
stall window displays in Tucson and southern Arizona for 
the Shell Oil Company of California, advertising the Shell 
specialty products. The displays will be repeated every 
sixty days. : 

“We are installing Camel cigarette displays in Joplin now 
and will commence placing Phillip’s Milk of Magnesia in 
Joplin and Baxter Springs, Kansas, on August 15,” writes 
N. J. Groves, manager of the Groves & Kessler Display 
Service, Joplin, Mo. “We have just completed a campaign 
in Joplin and Carthage for the Crane Plumbing Company, of 
Chicago. Our territory embraces Joplin, Neosho, Carthage, 
Webb City, Carterville, Carl Junction, Mo., and Galena, Bax- 
ter Springs, Kansas, and other nearby towns are handled on 
request. 


“We maintain a service covering the entire central and 
eastern New York state,” says Joseph B. Carey, Albany, 
N. Y. “We offer distribution service in Albany, Troy, 
Schenectady, Utica, Syracuse, Binghamton and Newburgh. 
We have taken over the display department of the Gibson- 
Snow Company which was operated separate from us for 
the past three years. We are now handling all of their 
work, including the McKesson plan windows. We feel that 
the McKesson windows have materially affected the avail- 
ability of windows.” 
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HONOR ROLL OF DISPLAY SPECIALISTS 


DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel 
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CALIFORNIA 


and the Entire Pacific Coast Now Thoroughly Covered 
Branch Offices: 
San Diego Oakland Portland,Ore. Seattle, Wash. 
THOMPSON & PARMLEY 
869 Folsom Street 
San Francisco 


CINCINNATI 


AND SURROUNDING TERRITORY 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


CINCINNATI DISPLAY SERVICE 
603 So. Ohio Bank Bldg. Cincinnati, Ohio 
Representing Window Advertising, Inc., New York City 


1220 W. Pico 
Los Angeles 








J. Dunean Williams Joseph H. Marshall 


Williams-Marshall Displays 
“Window Display At Its Best” 
509 South Franklin Street Chicago 


Window display counsel; designing displays of manufacturers’ 
products for retail ure; a window dislay studio with life-size 
windows for photographing, set-ups, etc. 


SOUTH CAROLINA 


and Neighboring Terri‘ory 





Window Displays for National Advertisers 
Attractively Placed 
Efficient and Reliable Service 
HARRY W. WATERS Greenvi-le, So. Car. 


NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake 
Charles, Lafayette, Monroe and Shreveport 
Window Display and Service Department 
S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 


Complete Window Display & Distributing Service 
for National and Local Advertisers 


WICHITA, OKLAHOMA CITY AND TULSA 


and Surrounding Territory 


Southwest Display Service 
108 S. Washington Ave. Wichita, Kansas 











DETROIT 


Fall—Winter—Spring—Summer 
DETROIT WINDOW DISPLAY SERVICE 
438 East Woodbridge Street, Detroit, Mich. 

R. V. WAYNE, President 
Write for Circular on WAYNE CLOCK SYSTEM 


PHILADELPHIA, PA. 


Dependable and Prompt Service. Complete Coverage 
of the Entire Philadelphia Market. Satisfaction 
Guaranteed. References from National Advertisers. 
THE S. J. HANICK COMPANY 
925 Cherry Street S. J. Hanick, Mgr. 


INDIANAPOLIS, IND. 


Complete Coverage for National Advertisers. 
Fire Insurance Carried for Your Protection. 
WEBER’S PIONEER DISPLAY SERVICE 
Fred W. Weber, Manager 
Office: 29 Kentucky Avenue 
Warehouse: 113 S. Capitol Avenue 


CORNING, N. Y. 

AND SURROUNDING TERRITORY 
Window Display Installations That Sell—Painted Road 
Signs That Get Results—All Contracts Completed on 

Time—Correspondence Invited. 
SOUTHERN TIER DISPLAY SERVICE 
4 W. Market St., Corning, N. Y. 


CINCINNATI 


Window Displays and Campaigns Executed With 
Dispatch and Effectiveness. 


R. J. STIENS CO. 


R. J. Stiens, Mgr. 
46 Cambridge Building Cincinnati, Ohio 


FOX VALLEY—NORTHERN ILLINOIS 


A territory in Northern Illinois just chucked full of prosperous 
cities and towns, eager for better window displays. 


BINGHAM DISPLAY ADVERTISING SERVICE 

















At Your Service ..... We Know How! 
Professional Building 
ELGIN - - ILLINOIS 


“Elgin WATCHES :-: :-: Bingham’s Displays” 





Display Services--This Is Your Market Place 








Place an ad here and establish the identity of your service in your city 
with the largest users of window display installations. 


The cost is very nominal and all are given equal representation, be- 
cause only one-irich space can be used. 


Address Advertising Department, DISPLAY WORLD 
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Display Woria 


Title Registered U. S. Patent Office 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 


H. C. MENEFEE, President 


C. R. ROGERS, Editor 
OUR PLATFORM 


N. SILVERBLATT, Secretary 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


Its Industry. 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


Business of Selling. 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
month of date of issue. All photographs reproduced become the property of the publishers. 


Every now and then we are told that 
merchandise is the thing to exploit in 
the shop window and that backgrounds, 
settings and decorative accessories with 
the exception of flowers and foliage are expensive 
addenda that can well be deleted. But the human in- 
terest setting goes on from triumph to triumph con- 
vincing display critics, if not merchants, that there 
are strong sales promotive qualities in arrangements 
linked with human activities. — 

It is safe to hazard that the merchants themselves 
are swinging away from their old position in view of 
contemporary developments. ‘Fathers’ Day,” year 
after year, goes far toward proving this conclusion, 
for men’s wear dealers have been and remain particu- 
larly adamant against “stunt” windows. And it is 
with men’s wear that “Father’s Day” displays are con- 
cerned. 

It will be noted that all of the important prizes in 
the 1929 contest were given to displaymen who turned 
their windows in to human interest versions. Ahl- 
roth, Wise, Smith, Dittmar—all, with like appreciation 
of the human interest setting, devised trims that 
“sold” Fathers’ Day with as much force as the cut 
silk neckwear it sponsored. Child and parent, rever- 
ence for age, broadcasting, exaggerated calendars and 
many like themes and media found favor in the plans 
of these capable window experts and likewise in the 
considerations of the judges. 

Goods are bought to satisfy pride to express ad- 
miration or affection to provide for safety to add to 
convenience. The product of the ware is of as much 
importance as the ware itself. The higher ups in the 
men’s apparel field realize that color and design are 
but means of satisfying the vanity of the wearer. The 
logical appeal is to the pleasure of the wearer whether 
buyer or donee of the goods. There is no good reason 
why good means of producing this effect as well as 


Human 
Interest 
Wins Again 


many others of almost equal sales force should be 
banned because they cannot be visualized solely 
through merchandise Sales are the objective—the 
means of producing the sales is immaterial. Why make 
a distinction between means if by making it the buy- 
ing urge of the trim is diminished? 





“In a 
Vague and 
Hazy Manner” 


“One of the most important duties 
of the fashion department of a store 
is the forecasting of fashion infor- 
mation,” said R. C. Kramer, asso- 
ciate of Amos Parrish & Company, before the Amos 
Parrish Fashion Merchandising Clinic at the Ritz 
Carlton Hotel, New York City, August 8. 

“If we have any belief in the logical movements 
of fashion we must recognize that the store fashionist 
should be able to forecast intelligent progress of the 
main fashion trends. This information is necessary 
as a guide to buyers and is a basis for the preparation 
of selling plans. 

“The fashionist job is not to keep waning fashions 
alive, but is to note winners, the fashions of domi- 
nating importance. Another function of the fashionist 
is to assemble information concerning fashion mer- 
chandise for the use of the buyer in the market. 

“The fashionist should help create the fashion 
policy of the store. She should keep the sales promo- 
tion manager informed of fashion trends. She should 
provide the advertising department with fashion in- 
formation to enable them to present the story of the 
merchandise properly. She should cooperate in co- 
ordinating fashions between the various departments. 

“Fashion work in stores is new and has been done 
often in a hazy, vague manner. It is important that 
we find out exactly what the fashionist is contributing 
and that we have a method of measuring her results.” 

The “fashionist” or “stylist” as she is more often 
dubbed has been a bogey to displaymen during the 
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last few years because of store insistence that she be 
given an imperium over the costuming of man: 
nequins and the choice of accessories. But it is as easy 
for the displayman to drink in the details of style as 
the petite damsel who makes the theme her “bread and 
butter.” “Now while “fashion work .. . is being done 
in a hazy vague manner” is the time to acquire a mas- 
tery of the subject and reclaim the ground which she 
has occupied. DISPLAY WORLD will help. by an 


instructive series of discussions now being initiated. 





Tie-ups Nothing is more interesting to the passing 
With throng than the outstanding happening of 
Events the day. Your baseball fan is a rabid sup- 
porter of the home town team if it is win- 
ning and a very depressed sportsman when the breaks 
go against it. Change the season and football or 
basketball gain his interest. Day by day boxing gains 
in its following. Civic bodies and fraternal groups 
are staunch supporters of their organizations and their 
activities. Churches, musical organizations, aeronau- 
tical societies, walking clubs—all hold paramount in- 
terest for substantial groups of potential buyers. 

In the current DISPLAY WORLD, Albert Jones 
points out the significance of these elements of the 
buying population and the worth of their movements 
to the merchant. Citing his own windows as an ex- 
ample, he points to the gains in good will and the 
actual cash register benefits derived from a couple of 
tie-ups. From these instances he draws the conclusion 
that the dealer who does not appraise these events at 
their full worth is permitting profitable opportunities 
to drift past. Who can gainsay this opinion? 





Special Events Teem in October - 
(Continued from page 13) 


The flower shop window, one of the largest bits. of 
display space at the disposal of the manager was be- 
decked with potted palms, natural potted flowers, and 
smilax. It was a colorful and entrancing spectacle with 
such an extraordinary theme that it riveted the passing 
throngs before the plate glass. 

The visualization of Hallowe’en appearing in 
another plate is from the “Fashion Centre,” Retford, 
England. Modernism marked the decoration installed 
by the window dresser, W. S. Williams. In this little 
corner space he revealed the traditional Hallowe’en 
witch stirring a caldron labelled “Magic” before a 
background of black and gold. Dresses varying in 
color from flame to gold were featured with showcards 
bearing appropriate phrasing. One of the legends ap- 
pearing on the cards was “Gowns that make bewitching 
gifts.” Another bore a Hallowe’en poem. Lighting 
effects were achieved through a “fire” burning under 
the caldron and by spotlights. The movement of the 
fire under the caldron was produced by an electric fan. 

Edward Osterland, display manager of William 
Taylor Sons Co., Cleveland, Ohio, produced the “Navy 
Day” display reproduced below. An airplane motor 
with propeller blades attached was the attraction device 
and numerous small pieces of naval aviation equipment 
served as auxiliaries. Automatic rifles, radium dial 
clocks and parachutes were among these. Posters con- 
tributed to the atmospheric qualities of the trim. 
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An extreme mannequin attracts atten- 
tion but discredits the merchandise. A 
beautiful, true-to-life mannequin is 
not unusual enough to gain notice. 
Either type makes a poor display 
medium. 


Pierre Imans cleverly evades both ex- 
tremes. He chooses unusual types for 
his models, and, with nonchalant poses, 
attractive colorings, gay expressions, 
produces modern mannequins that not 
only command attention but reflect that 
attention creditably to the beautifully 
displayed, perfect fitting garment. 


Only Imans can create such typically 
modern, doubly effective mannequins. 
That’s why Imans Mannequins are 
profitable investments—that’s why they 
sell merchandise. 


You should have a copy of our attrac- 
tively illustrated Imans literature. 
WRITE FOR IT TODAY. 


Curtis-Leger Fixture Co. 


Sole 


Established 1869 


U. S. A. Distributors for Imans Mannequins 


341 S. Franklin St., Chicago, U. S. A. 
New York Show Rooms: 1440 Broadway 
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We Build a Salon for Specialties 


A Dealer in Radios, Electrical Refrigerators and Oil Burners Enlists 
the Aid of Professional Displayman in Furnishing His Shop 


By KENNETH C. FINKE 
Finke Window Display Service, Stoux City, Iowa 
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Panels covered with veneer and edged with brass form the backgrounds of both refrigerator and radio sh 

windows. In the latter a center piece of eight kinds of veneer and brass strips has been constructed. pr 

be 

ANFORD’s, Incorporated, Sioux City, Iowa, with modern flowers set along the window ledge for 

have introduced a new type of show room the entire width of the “salon.” They are also used pu 

for radio, refrigerator and oil burner dis- below the two small balcony windows at the rear. A th 

play—a “‘salon’”’ done in the modern decora- large post in the center of the room is decorated with of 

tive scheme. Various kinds of veneers and metals are modern metallic plaques from which two wrought iron en 
employed to make the fixtures and decorations. The brackets extend bearing veneered hanging baskets filled trt 
windows and interior were designed and installed by with flowers. Four wall fixtures and a large tapestry of 
our organization. complete the decoratfons. M: 

The radio window accommodates three models. Sea Mee re il mie 
The plateau in front of the background raises the center — a 2 fid 
set. The background is of a modernistic design formed ~~ ar 2m ad 
by eight kinds of veneer and brass strips. The center- Pr Tey 4 ste 
piece is flanked on each side by two V-shaped corru- a lat 
gated copper posts, which are bordered with highly — «|| wt ad 
polished brass strips. Each corner is treated with the ¢ ye : fre 
same type of post. Between the posts are panels made d le to 
of veneer and edged with brass, which are set at an ; dis 
angle to the back and away from the centerpiece. 

The Kelvinator window display has for its treat- —— ? | Wi 
ment practically the same theme as the radio window, § : eff 
but a modern flower made out of veneering and spotted >. Mh 
with a metallic paint is used instead of a centerpiece. > ie. = tal 

The interior of the “salon” offers a most spacious 7 _ 
setting for the display of radios, Kelvinators, and Hart . A" co 
oil burners, which Hanford’s distribute. The floor is The interior of the salon. Modernist lighting fixtures, me 
covered with a rich brown and tan French Wilton car- veneered flower boxes and hanging baskets of flowers pe 


pet. Flower boxes are made of veneer and adorned are featured. sa’ 
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A distinctive feature used in the “salon” is the 
indirect lighting system, which eliminates all shadows 
and brings out the cabinet work on the radios with per- 
fection. The modern wall lighting fixtures of the 
pocket type are made of chromium-plated metal and 
diffused glass. Sets of torchieres and inverted ceiling 
fixtures to match the color combination of tans and 
browns furnish additional ornament and light 

The home atmosphere so much in evidence at the 
“salon” entices the prospective purchaser as well as 
ceiving him the opportunity to enjoy a truly home dem- 
onstration with several radio models to choose from. Mr. 
Davison, manager of the “salon,” proclaims this type 
of show room to have a distinct advantage in closing. 





Helena Greets New Fligelman’s 
(Continued from page 43) 


and are automatically prevented from slamming. 
For the safety of passengers who attempt to enter 
the elevator while it is in motion, a device is used so 
that the elevator door cannot be opened when it is 
within three inches of closing. It is the same device 
that is used on the subway train doors in New York 
City. An electrical contrivance prevents the elevator 
from running when the doors are open. Many of 
these safety devices are being introduced in Helena 
for the first time. 

Shelving, woodwork and show cases throughout 
the entire store are done in a beautiful walnut. Hand- 
some U-shaped glass cases are placed at intervals 
about the main floor and the stock tables of walnut 
are decorative as well as useful. 

For the accommodation of customers who come 
shopping in cars an ample parking space has been 
provided back of the store where no time limit will 
be imposed. 

Casual window shoppers are tempted and serious 
purchasers are helped in making their selections by 
the attractive displays arranged by J. M. Macrel, head 
of the advertising department at Fligelman’s. Adher- 
ence to the store’s life-long policy of representing 
truthfully everything offered for sale requires a man 
of ability, training and experience, and in selecting 
Mr. Macrel for this responsible position, the manage- 
ment of Fligelman’s placed in him the greatest con- 
fidence. Mr. Macrel, who is one of the best-known 
advertising men in the northwest, has been with this 
store for two years. Heralding the arrival of the 
latest merchandise from world markets, his newspaper 
advertisements have become, especially to shoppers 
from nearby towns and country communities, a signal 
to plan a shopping excursion and customers are never 
disappointed. 

With the advantages offered by the seven large 
windows in the new store, the latest fixtures, lighting 
cffects and mannequins, Mr. Macrel and his assistant, 
Mr. Willett, have an opportunity to use their artistic 
talents to the best advantage. 

“Emphasizing the facts which, in their belief, 
correctly describe the goods in the shortest and 
most complete way for the information of the shop- 
ver is the work of the advertising department,” 
says Mr. Macrel. “Building good will is our chief aim.” 









Velvet 
Fixtures 


Spell Success When 
Used in Displaying 

















Jewelry, Novelties and 
Ladies’ Hand Bags 


We make Counter and Show Case 
Trays 
Also a complete line of 
Window and Interior Velvet 
Displays 


Morel Mfg. Co., Inc. 


“The Velvet Fixture House” 


38-40 West 32nd Street New York City 
Catalog Upon Request—Send for It 
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A NEW REVELATION IN COLOR 


A Complete Treatise on the 


SCIENCE OF COLOR 


Its Effects and Application 


A scientific method—mathematically correct and naturally per- 
fect. Will increase the drawing power of your displays by 
pleasing effects of properly balanced colers. 

Get a complete university training in color, condensed to 
practical application. Invaluable to Displaymen and Window 
Trimmers, Architects and Decorators. 


Complete Course of 15 Lessons You Cannot Afford 
to Be Without. 


Postpaid $5.00 
DR. J. E. SIMONS, Colorologist 


P. O. Box 3485, Portland, Oregon 











United Display Service, Inc. 


440 So. Dearborn Street Chicago, Ill. 
Harrison 3747 
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OF LETTERING 
Est. 1899 DETROIT, MICH. 





152 Stimson Ave. 





USE THE OPPORTUNITY EXCHANGE AS 
YOUR WANT AD MEDIUM 
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STORE EQUIPMENT DIGEST 


] Fixtures ---Show Cases ---Store Fronts --- Plans --- Equipment 


ett @ SouthWest mew 
Wi DEP'T STORE 


Front of the Southwest Department Store, one of the newest suburban structures of Los Angeles. 


ENNELL’S, of Tulsa, Okla. who opened their new 

shop recently, have a structure done in modern Spanish 
style, occupying a space fifty by one hundred and forty feet, 
with a mezzanine built in at both front and rear. Walls are 
done in tan shades in rough Spanish white effect and the 
woodwork is dark with a polychrome hand-carved frieze. 

There are six fitting rooms, each done in different shades 
and appointed to harmonize. 

There is one salon, nine by thirteen feet, in which the 
finest merchandise will be shown. It is in shades of green 
overglazed with gold. The floor is covered with a rose-tinted 
velvet rug. The lavender room is six by thirteen feet and 
has a green rug. The remainder of the fitting rooms are six 
by nine feet and are done in two tones of blue with chenille 
carpet, simulating early American rag rug, a tan room with 
gold carpet and an ivory salon overglazed with green tints 
and a green and ivory rug with touches of rose showing. 
Two full-length built-in mirrors are in each salon. 


The front of the salon is given over to the millinery and 
underwear sections. No glass is used in the underwear and 
hose departments. These items are kept in paneled wood 
cases built into the wall. Millinery wall cases are oak in 
two tones with Chinese red backgrounds. Blue wood tables 
with hanging mirrors etched with a formal cactus design are 
scattered through the department. Candles furnish light on 
either side of the alcoves for trying on hats. 

Two windows front on Main Street and are open at the 
back, giving a view of the complete interior of the store. 
Wrought iron gates separate them from the interior. Black 
velvet rugs carpet the floors and a black and gold valance 
borders the top. Floodlights are covered from view by a 
decorative scheme. 

Outstanding in the interior effects is a posted figure seated 
on a Spanish balcony at the rear against a background of 
velour drapes that hang from the wrought iron grill con- 
cealing the workrooms on the mezzanine. 


Wrapping counters, racks, pillars and partitions of the Southwest Department Store, Los Angeles, are in ivory. 
Show cases are in natural wood colors. 
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Black —with mornings chill and sharp—the incessant chirp 

valance of crickets—trees changing hue—Canadian geese 

w by a headed south. Everywhere students returning to 

: seated their studies—football in full swing—all betokening 
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NO BETTER TIME TO PREPARE 
FOR THE HOLIDAY RUSH 


—no better way than by installing a new Kawneer 
tore Front, one that will suit your business and 
sell your merchandise. 


DON'T DELAY. Send for FREE Booklet, 
“Modern Store Fronts for Better Display.” 


Kawneer 


STORE FRONTS RPE LSA 
CK LK MH & 
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Displaydom’s Episodes 


Heye’s portrayal 


of wild life at Ladin’s. 


OX of the most interesting and attractive displays seen in 
Houston, Texas, in many months was that installed at 
the Ladin Company in preparation for the August fur sales. 
In the effective motive of a woodland scene a revelation of 
wild life was given in the harmonious colors of a winter land- 
scape. - 

Against this background of sylvan charm overlaid with a 
light snow, fur-bearing animals appeared in natural atti- 
tudes. Big timber wolves, wary gray squirrels, the wily gray 
fox, red foxes, the striped polecat and the grinning bobcat, 
all had their roles in this dramatization of the fur coat’s 
origin. * 

All of the material used in this display was gathered by 








Martin Hoffstadt’s Botanical prize winner. 


Dan Heye, display manager for the Ladin Company, with the 
aid of his assistant, William Houliston, Jr., who tramped 
through the woods in the vicinity of Houston to gather the 
boughs and pine needles used in the trim. 

A small creek running through the center of the scene was 
improvised through a canvas trough. The floor of the win- 
dow was covered with pine needles, moss and stones, and 
artificial snow was sprinkled over this ground work. 

Inquisitive small boys and girls pressed their noses against 
the plate glass tugging at mother’s hand and fired natural 
history questions at distracted parents, whose knowledge of 
wild life had been sadly impaired by the flight of time. And 
the older folk, too, made many a far guess as to what this 
and that animal was, and much information and much that 
was not iniormation passed from group to group among the 
passing throng as it surged along the busy street. 


HE August prize of a solid gold engraved gentleman’s 

wrist watch presented by the Botanical Decorating Com- 
pany Chicago, IIl., for the best window of the month ex- 
ploiting flowers and foliage, was awarded to Martin L. Hoff- 
stadt, advertising and display manager for the People’s Store, 
Charleston, W. Va. For his color scheme, Hoffstadt chose 
silver and orange, using silver foliage and orange blossoms 
in pleasing contrast with the evening gowns displayed in the 
Spanish setting which the decoration embellished. 


N interesting bedroom set recently exhibited in the win- 

dows of Dey Bros., leading, Syracuse (N. Y.) department 
store, attracted crowds of unprecedented size. When on dis- 
play in the windows of Robert Fraser’s, Inc., Utica, N. Y., 
the people of the entire trading area came to gaze in won- 
derment at this rarity. 


Silver foliage and orange blossoms dominate it. 
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Said to have been built by a member of General Robert 
FE. Lee’s household, and later used by the general’s own 
family, this set has a most interesting history. In 1893, it is 
said to have been bought by a Joshua Bobbins, completely 


ee 


The Robert E. Lee suite shown at Dey’s. 


covered by him with his valuable Bobbins stamp collection, 
and exhibited at the World's Fair in Chicago that same year. 
Bobbins is later said to have exhibited his unusual posses- 
sion at many fairs and expositions, where it attracted thou- 
sands of people until its final purchase by an antique dealer 
in the remote village of Pierpont Manor. 

The set is now en route throughout the country and will 
shortly be displayed in the windows of the leading depart- 
ment and furniture stores in the United States, and finally 
be presented to the Smithsonian Institute. Stores desiring 
to show the set should communicate with the Advertising Co- 
Operators, Utica, N. Y. 





UMMER sports are always recorded in camera snapshots, 
and the most enthusiastic camera fan is the proud pos- 
sessor of a new kodak. With this idea in mind the Charles 








How Metszler’s used bathing garb to push cameras. 


T. Metzler Company, stationers of Newcastle, Pa., fashioned 
a window featuring both Jantzen swimming suits and kodaks 
with a card conveying the message, “Your Picture Will Look 
Snappier and You Will Be Happier in a Jantzen.” The idea 
was timely, the layout unusual, and consequently brought the 
interest the designers sought. 





Staulcup Studios, 250 West Fifty-fourth Street, New 
York City, have recently doubled their floor space to ac- 
commodate the increase in their business and have offices, 
reception room, show room and conference room decorated 
in the modern manner. Their original quarters have been 
turned over for studio purposes. They have just completed 
a very striking panel for the Regal Shoe Company, which 
is made of felt with raised gold letters worked out in the 
modern styles. 

Louis Palmieri recently joined the display staff of the 
R. H. White Company, Boston. Palmieri was formerly with 
the Gilchrist Company, Boston. 





D. A. Kressfield, Fiene Trimming Co., Boston, sailed 
ior Europe on August 21. Mr. Kressfield is going to purchase 
2 line of European drapery and fixtures while abroad. 
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mere 
Low Prices ~ 
: Quick Service- 


ONSIDERING the high quality of our display de- 

partment supplies you will find that our prices are 

| low. Let us prove to you that you CAN buy quality 

| supplies at a saving. Send for our Catalog No. 51. 

Another thing—merchandise is shipped to you within 
twenty-four hours of receipt of your order. 


Show Card Layouts 
Price, Postpaid, $5.00 Net 


240 Pages. 94 Full Page Plates witii 
color notes. This book contains no 
alphabets, only complete layouts of 
| practical everyday card and paper 
| signs and covers every “phase of 
show card 
writing. 






H.C. 
Martin 





Send for our 
new catalog! 


Geo. E. Watson Co. 


The Paint People 


164 W. Lake St., Chicago 
DW9-Gray 














VALANCES 


of Modernistic Effects Mounted on Process Board 
GOLDBERG MFG CoO. 


We furnish. Valances all over the world. Letus help you'on that problem. 
347 Fifth Ave.,New York S. W. Cor. 6th and Arch, Philadelphia, Pa. 











The F‘ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Users 





Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 


























Electric Turntables 
Double Store Window Sales at Slight Cost 


ALL KINDS AND SIZES 
| Cash, Rent Trial, or Deferred Payment 


| ELECTRIC WINDOW SALESMAN CO. 


| 46 Cornhill, Boston, Mass. 
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Experiment Wards Off Staleness 


Tinkering With Layouts Avoids the Pitfalls of Repetition— 
Modified Modernism a Helpful Medium 


By W. FRANK DODSON 
Display Manager, Woolf Bros., Wichita, Kans. 


UST about the time that we begin to believe 
that we have worked out a style that is both 
attractive and productive we run into a 
harsh and unpleasing realization. This is 

nothing more or less than cognizance that the same 
general plan of layout often repeated loses its punch 
simply by repetition. Even if we grant that in win- 
dows the merchandise dominates and that the card is 
simply an auxiliary, it is such an important element 
of the display that it cannot be permitted to drift 
into complacent inefficiency. , 
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That’s why I am constantly experimenting with 
new layouts. I want to keep my cards above par—| 
want them to be as new and as sparklingly attractive 
as the goods they are to exploit. So I tinker and 
putter with the arrangements constantly always iry- 
ing for a slightly different vehicle of presentation. 

We hear a lot about modernism and undoubtedly 
can put the new form of art to good employment if 
we adapt it to our needs. But to delve into its under- 
lying principles and to work out a code by which to 
express symbolically the things which are vital con- 


Six examples of modernistic backgrounds successfully employed by Dodson. He has nol altered his lettering. 
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ODERN lettering (simple, sophisticated and 
M extremely decorative styles). Modern design 
(strong, direct, geometrical). Modern tools (the 
rapid, effective Drawlet Pens). And modern meth- 
ods (simply, clearly explained). 

These are the high points of the brand-new book 
shown above. It is a physically beautiful book— 
easy to open, lying flat on your work table and 
designed with a modern sense of proportion. It is 
more than that, however; it is the first really artistic 
contribution to the vigorous new art of pen lettering! 

This book is terse—short and to the point, 
40 pages packed with meat. No confusing mass of 
half-baked ideas. 

‘*Pen Lettering’’ will soon be on sale at book- 
stores and art supply stores, wherever you buy 
Drawlet Pens. If youcan’t get it there, write direct 
to us, enclosing 50c in coin, stamp, or money order. 
It will be sent to you at once. 


ESTERBROOK PEN COMPANY, Dept. DW 


Camden, N. J. 


DISPLAY WORLD 


ALL NEW! 

















40 pages of clear 
instructions 


Care and use of pens 
Theory of lettering 
Round-nib pen alphabets: standard 
and exaggerated 
Eight new show-cards using 
round-nib pens 
The layout of the display card 
Using square-nib pens 
Square-nib alphabets and cards 
Shading Nibs: Roman, 
Old English alphabets | 
Borders and Ornaments 
Actual-show-cards being 
used in stores 


| 
| 
All for 50c¢ | 














Drawlet Pen No. 13, which plays an important part in 
the modern pen letterer's kit. Drawlet Pens, and ‘‘ Pen 
Lettering,”* are on sale at stationers and art supply stores. 
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CUNAKE LINES 
: waar 


The vision is trained to run from left to right, declares W. P. York, of the Peoria Display Co., and follows 
through with examples of how he capitalizes this phenomenon. Note how the lettering leads to the right. 


stituents of the card’s contribution to the display calls 
foi time that the average writer cannot spare. I’m 
taking the other way for I’ve tried both methods. 

By “other way” I mean use of an angle or triangle 
or other geometrical form as a decorative motif—just 
that and nothing more. In the accompanying plate 


these motifs are employed solely as backgrounds. 

The cards shown here are on light gray mat board 
and the motifs are in steel. The display lettering is 
in black outlined in white, except in the second card, 
where the concluding letter in “Sunny” is:an open out- 
line, black bordered. These pictorials are vivid in color. 
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Characteristics of Purple 
(Continued from page 37) 
spread. Orange is in a class with green, as it is com- 
posed of slow moving yellow hooked up with red but 
the difference in speeds is so much less than that of 
the red and blue that this combination will give us a 

fairly permanent color 


HYSICIANS tell us that purple is the color of in- 
sanity and if used extravagantly denotes a lack of 
mental balance. The following is a quotation from 





ae 
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ILLustrated by 
ElveraC Hustead 
Winding lines above represent color vibrations. As 
only oscillations differ, causing a greater or lesser 


number of vibrations, some are faster than the others. 


Turpain’s Lumiere, page 272 and deals with a method 
of calming the insane by the use of colored lights. Dr. 
Ponza, director of the lunatic asylum at Alexandria 
(Italy), in 1875 fitted several rooms with windows of 
colored glass, and colored the walls of each room the 
same as the glass of the window. The windows were 
numerous and received direct sunlight during the 
greater part of the day. Principally violet and red 
rays were used. This was according to the advice ot 
P. Secchi, the famous astronomer. ‘‘The color violet,” 
wrote the latter, “has an indescribably depressive 
quality, which lowers one’s spirits; this is doubtless 
why the poets have draped melancholy in violet gar- 
ments.” 

The story is told of a certain Englishman who was 
estranged from his wife, but the English courts could 
find no grounds for a separation as the woman was 
morally good and mentally proficient. To gain his 
point, he affected a reconciliation with his wife and 
built for her a new home—had the lawn planted with 
flowers that gave only purple blossoms—had the interior 
of the home done throughout in shades of lavender and 
purple, with purple floor coverings and draperies. 
After a period of about six months, he again brought 
suit for divorce upon grounds of insanity and made 
a successful issue, for upon examination it was found 
that the wife really had become a raving maniac, and 
the divorce was granted. 


LIGHT and color are things that we see, but they 

also penetrate the body, at the same time, whether 
we see them or not. A purple light may be seen at a 
lesser distance than any one of the other colors. The 
reason for this is due to the warfare going on between 
these two opposing color speeds and when the color is 
projected into space it exhausts itself by separation 
before it travels far. At close range, the warring ele- 
ments that are produced, have the irritating effect that 
you would expect to see by mixing soda and an acid 
together. As the purple rays strike and penetrate the 
body, the turmoil and twisting of these rays have a 

(Continued on page 78) 
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Mr. W. Hurley Ashby, Art Director cf the 
Skouras-Publix Theatres Co., of Indianapolis. 
Above is shown a section of Mr. Ashby’s studio. 


“Perfect Stroke” 


Colors do not rub up 
or “bleed”’ 


That’s the experience of 
W. Hurley Ashby, Art Director 
of the Publix Theatres 


OW much of your time, work and profit are 

lost in ruined work caused by “bleeding” 
colors? Figure it up... fora month... fora 
year. Then decide to stop this loss in your 
studio just as Mr. Ashby did in his. Read what 
he says about “Perfect Stroke” Colors! 


“After coating white over your magenta, 
mauve, etc., stroking the color time after 
time, and noting that it did not rub or 
‘bleed,’ I am convinced that the millennium 
has at last arrived.”’ 
But the perfect show card color must have other 
qualities. It must flow smoothly, cover solidly, 
dry quickly to a soft, flat finish. And it has to 
be rich and brilliant. 


Try “Perfect Strokes” at My Risk 


You'll find all these things in my “Perfect Stroke” 
colors. They’re made to my own specifications. And 
it took years of experiments to get the exact formula 
I wanted. I absolutely guarantee “Perfect Stroke” 
Colors to make good on the job. 


Next time you have to buy show card colors, try “Per- 
fect Strokes.” You'll find them listed on page 39 of my 
catalog. And, by the way, if you happen to have mis- 
placed your copy of my complete catalog, you’d better 
send for one. It’s a mighty useful thing to have around. 


A color card showing the 16 rich shades in which “Per- 
fect Stroke” Colors are made is yours for the asking. 


Bet LD 


Che House of Pertict SUrMKE’ Brushes and Supplies 
126-130 E. Third St. Dayton, Ohio 
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The “Cave Man Age,” one of a group of exhibits by .W. Kloeris at the St. Louis Refrigerator Exposition. 


No One Starts A Fashion 


(Continued from page 15) 
makers of Paris are showing their new collections. 
While it is really a winter showing, it is the first sign- 
post of what we shall see next year in the way of 
color and fabric. The reports are not full enough yet 
for me to give ‘you any definite outline, but I have 
made a few notes for you. Then if you will study the 
fashion magazines as they appear, particularly when 
they begin to show the Palm Beach collections, you 
will find next Spring when you do your buying, that 
you will have a much surer idea of what you want. 

In the first place the short jacket suit means a 
return of those lovely fine, frilly blouses in dimity, fine 
pique or handkerchief materials. White will be the 
smartest, although that doesn’t mean that you can’t 
vary it if you like. Remember that rules are meant 
to be broken. 

Tweeds are more popular than ever. That means 
that weaves are going to he interesting in other 
fabrics. Plaids are being shown enough to insure 
ginghams a place in the sun again next season. I 
think that the tendency will be towards larger plaids 
another year. 

Printed lawns, dimities, voiles and other combed 
yarn fabrics have great possibilities for afternoon wear, 
and when they are done on dark grounds they would 
be very smart for town wear. 

All the winter woolen dresses in Paris are showing 
lingerie collars and jabots. If you want them, be sure 
that you have enough to be able to change them often. 
They have to be fresh to be attractive. 

Embroidered nets and organdies make lovely in- 
formal evening dresses and are so individual. All the 
foreign resorts have adopted our fashion of sleeveless 
tennis dresses in soft shirtings, piques and gabardines. 
One French mill is bringing out a new fabric in hand- 
loomed jacquard voile. It sounds as though there 
were great possibilities for new creations. 


HE color schemes this fall’are developing some 
interesting ideas. In some ways, they are difficult 
to handle, as they call for startling contrasts. So study 
them well. There is a hunter’s green with a brilliant 


bluish tinge, a soft, pinky red, and a new royal blue. 
The -browns this fall are very nice—cocoa, reddish 
chocolate, and tobacco. Beige is rather out, which 
means that it will look a little dead and cold. You 
will see a lot of old-fashioned plum and violet. 


How I Find Ideas for “Cold Displays 


(Continued from page 22) 

flashed on and off. The blowing breath was obtained through 
white organdie cut in long streamers attached to a fan in- 
side of the mouth. This was not as good a result as we had 
planned and desired, but, owing to the short time for con- 
struction, we had to accept it in lieu of vapor or incense and 
a blowing apparatus (that would stand the sixteen-hour day 
pace for a week), which I could not locate nor get perfected. 
The snow crystals were cut out of wallboard and covered 
with colored metallics; they were hung on the background. 
The “Ice by Wire” was also cut out of wallboard and hung 
in space—that is to say, half-way between glass and back- 
ground. 

The caveman was made of solid wax; the cave had stalag- 
tites and stalagmites and a carcass of a young boar and was 
illuminated with purple and green lights; there was a large 
pan with water and blueing in it in the ice cake by the 
Eskimo, also two fish; the multi-colored aurora borealis had 
flickering lights in the rear of the curtain. 








$2,475 IN CASH PRIZES FOR CONGOLEUM WINDOWS 

ONGOLEUM-NAIRN, INC., has just announced a nation- 

wide window display contest which every alert display- 

man will certainly want to enter. Cash prizes totaling $2,475 
are offered for windows featuring genuine Congoleum rugs 
between September 26 and November 2, 1929. In addition, 
every entrant not winning a cash award will receive a valu- 
able consolation prize. 

This contest ties up with a special Congoleum advertising 
campaign in magazines and newspapers. Between September 
26 and October 13, 47,000,000 Congoleum color pages are 
scheduled to appear. 

Great pains have been taken to make the contest abso- 
lutely fair—to give the small town store an equal chance 
with the big city establishment. Contestants are divided into 
three groups, as follows: Group 1, in towns under 10000 
population; group 2, in cities of 10,000 to 50,000 population; 
group 3, in cities over 50,000 population. To each group, 
eighteen cash prizes are offered—first prize, $150; second, 
$100; third, $75, and fifteen additional prizes totaling $700. 
Moreover, every single contestant not a major prize winner 
will be allowed to choose a valuable consolation prize—a 
genuine Ansco camera or table silver in Wallace silver plate. 
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A set of five striking Congoleum display cards has been 
prepared specially for this contest. These cards measure up 
to the high standard that Congeleum-Nairn has set for its 
dealer helps. They are supplied free, of course. 

Probably the best thing about this contest is that there 
are so few “rules” to hamper the displayman. The merchan- 
dise shown must be Gold Seal Congoleum rugs. The five dis- 
play units described above must appear in the window, and 
every display must be on view for at least one week between 
September 26 and November 2, 1929. 

The judges are three nationally known Americans: Lee 
Maxwell, president of Crowell Publishing Company, New 
York City; Lawrence Abbott, contributing editor of The Out- 
lock, New York City; Lee Bristol, former president of Win- 
dow Display Advertising Association. They will judge by 
photegraphs, basing their opinions upon the selling effective- 
ness of the displays on the average passerby. 

This is an exceedingly worthwhile contest. It gives the 
displayman and the merchant an extra incentive to do their 
level best. Dealers who are interested should write to the 
nearest office of Congoleum-Nairn, Inc., for full information. 





STAULCUP’S DEVISE KAYSER WINDOW CONTEST 
i bs connection with the window display contest that is being 

held by Julius Kayser & Company for displays of Kayser 
hosiery, the Staulcup Studios, Inc., New York City, are 
preparing a modern display panel that is to be distributed to 
the dealers who intend to enter the contest. This display 
panel is perhaps one of the finest and most expensive pieces 
of display material that has ever been distributed by a manu- 
facturer to retail stores. 

When Julius Kayser & Company began to probe the values 
of a display contest they discussed its merits with the Staul- 
cup officials, who, in turn, submitted a complete plan for the 
contest covering the amount of prizes, the personnel of the 
judges, the character of the display panel that should be used, 
etc. The result was that Staulcup Studios, Inc., were 
entrusted with the responsibility of working out this plan 
for the advertising department of the Kayser Company, with 
whom they are cooperating and ironing out the details. . 

The committee of judges that have already been invited 
and have accepted and will serve consists of the following 
men: C. C. Younggreen, president of the International Ad- 
vertising Association; J. H. Everetts, Davenport, Iowa, presi- 
dent of the International Association of Display Men; J. Dun- 
can Williams, window display specialist and authority, Chi- 
cago; Irving C. Eldredge, display manager, R. H. Macy 
& Company, New York City. One more judge is to be se- 
lected. 

The management of Julius Kayser & Company were ready 
to admit that an organization like the Staulcup Studios, Inc., 
was perhaps better qualified to work out the details of a con- 
test of this kind than they themselves were, inasmuch as 
they specialize in window display decoration and have long 
experience in actual window display work with various retail 
organizations throughout the country. 

When the contest was first considered it was determined 
that it should be national in its scope and that the prizes 
should be sufficiently generous to attract displaymen of the 
largest concerns of the country, as well as the smaller shops 
which do not employ professional display managers. At the 
completion of the contest the judges’ committee will meet in 
New York City to judge all the photographs that have been 
submitted and the prizes will be awarded strictly on the 
merits of the displays themselves. Awards of the prizes will 
be strictly in the hands of the judges, unhampered by any 
influence except their own best judgment as to the merits of 
the displays as presented in the photographs submitted. 

The one outstanding thought in the minds of both the 
Kayser Company and Staulcup Studios, Inc., is that the con- 
test must be conducted on the highest plane possible. The 
Kayser Company, on their part, while inviting the cooper- 
ation of all their dealers for better window displays, are 
showing their willingness to reward their dealers and make 
‘t worth their while to participate in this contest. 
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Lillian McCarty, a member of the general office staff at 
the Bry-Block Department Store, Memphis, Tenn., amuses 
her associates occasionally by writing bits of doggerel on 
outstanding figures in store life. Her latest target was Joseph 
F. Bronsing, the display manager. C. F. Raney, his assistant, 
who saw the verses, decided to spring a surprise on “Joe” 
by sending them to DISPLAY WORLD. Here they are: 
The way he acts around this store you’d think he was a dude, 
He struts by with a dignified air—don’t laugh, that would 

be rude; 

You can see him directing people as he promenades so grand, 

With a little bunch o’ flowers, a string o’ beads .. and yet 
he’s called a man. 

Why, I saw him the other day with a half-dressed man in 
his arms, 

Oh, yes, indeed, he is really strong, all the ladies fall for 
his charms; 


He yanks ’em around, dresses ’em in style, he’s busy both day 
and night, 

He even “dolls the ladies up,” does his wife think thats right? 

He carries the loveliest forms in his arms and dresses them 
to suit his taste, 

The most elaborate costumes and accessories he gets, to me 
it seems a waste 


Then, after he has finished dressing them so nice, we all 
admire “our Joe,” 

Speaking of class and style that man is a wow, that is some- 
thing he really does know. 

Don’t get suspicious and evil-minded you who might be a 
spectator, 

For this man I’ve told you all about is our window deco- 
rator! 


Marshall E. Moody, hitherto display manager of Fakes 
& Company, Fort Worth, Texas, resigned his position on 
August 1 to enter the display department of the Monnig 
Dry Goods Company. 


J. T. Erskine display manager for the Davidson Bros. 
Company, Sioux City, Iowa, reports that his store has opened 
an I. Miller shoe section which will exploit this celebrated 
footwear. 


Lloyd R. Cady, formerly with the Phelps-Dodge Corpora- 
tion unit at Dawson, N. M., has joined the staff of Gillian 
& Company, Borger, Texas, and arranged their new fall 
backgrounds. 


Joseph F. Marsh has accepted a position as display man- 
ager for Winters, Inc., Shreveport, La. Mr. Marsh was 
formerly. with the B. Marks Department Store, Roanoke 
Rapids, N. C., in the same capacity. 


Wm. H. Boardway, formerly with the Gilchrist Company, 
Boston, has resigned to accept a position with the Sears, 
Roebuck & Company as assistant display manager of their 
Boston store. 

C. Gordon Myers, formerly display manager for Rollman 
& Sons Company, Cincinnati, has resigned to assume charge 
of the display department of the new Cincinnati Sears, Roe- 
buck & Company branch. 


Edward E. O'Donnell, display director of the Sisson- 
Bros.-Welden Company, Binghamton, N. Y., has been hard 
at work on his fall opening windows and is just now getting 


his breath after the hurry and bustle of getting his settings 
arranged. 


J. Beckett, member of the first committee of the British 
Association of Display Men, was elected to Parliament in the 
the British general election. He was a candidate on the 
successful Socialist and Labor Party organization, headed by 
Ramsay McDonald. 


Characteristics of Purple 
(Continued from page 75) 


boring effect which reaches to the depths and acts upon 
the nerves that literally line the body just beneath the 
skin. This constant irritating effect will cause undue 
nervousness and excitability which will lead to an in- 
flammation of the delicate nerves resulting in an 
aggravated mental strain, hysteria and_ insanity. 
Other colors have been proved to have their mental 
influence, but the purple color is the only color so far 
discovered that is quick and positive in its mental re- 
actionary effects, and when properly applied under 
the right circumstances proved beneficial. 

For a few simple tests make two or three small 
frames and cover over with green, yellow and purple 
voiles and place in each cage a few common house flies. 
You will find that those in the purple-covered cage 
invariably die before those in the other cages. A white 
rabbit with pink eyes will go blind in a short while 
under this influence of purple, but will recover sight 
aghin when placed in normal surroundings. The 
ordinary house cat reacts to purple by having fits, which 
all goes to show that this color in particular has a de- 
cided influence upon the nerves that keep one in a 
state of mental poise. 

Pepper as a condiment adds relish to the taste of 
food, but who would think of eating the pepper in the 
same proportions as the food. Purple may be likened 
to a condiment—use it for flavoring and seasoning only. 
It will add zest to the appearance of the home or the 
garment and in quantities agreeably accepted by the 
human anatomy will be mildly and pleasingly stimulat- 
ing to the delicate nervous system, producing a mental 
alertness and brilliance with a quick and positive move- 
ment that will be most satisfying. 

White light has a vibratory speed of 5.500/250,000,- 
000 vibrations and covers a distance of 186,000 miles 
a second. A variation from this speed of vibration 
produces in the mentality an action we term color. A 
speed of 1,500 vibrations slower than white light, or 
4,000/250,000,000 vibrations a second is recognized as 
violet. 

The prismatic or spectrum colors are six, viz: Red, 
orange, yellow, green, blue and violet. In the preceed- 
ing chapters we have covered, red and its opposite blue 
and the combination of these two speeds, or violet. Our 
next chapter will be a discussion of green, yellow and 
orange. 
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BOSTON, MASS. 
Reported by Leonard B. Cornish, Secretary 
President Winthrop B. Frye has appointed several out-of- 
town members reporters for the “Hub Displayman,” organ 
of the club. They will represent the following cities? Port- 


Shreveport, La., Club members at their recent outing. 


land, Providence, New Bedford, Fall 
Worcester, Springfield, Haverhill, 
Manchester, N. H. 

“Al” Keller, chairman of the membership committee, has 
appointed the following members to act on his committee: 
Ezra Dodge, Sol Levine Company; Frank Taylor, Murdison 
Company; James J. Burns, United Display Corp.; Clarence 
Hulburt, Palmenberg’s & Sons, Inc.; William Greenstein, 
Leopold Morse Company. 

“Gene” Mizer, chairman of the entertainment committee, 
has notified the secretary of the following appointments to 
his committee: Morris Ginns, Morris Ginns & Company; 
Walter Kelly, Delano’s Hat Company; Frank Nurenberg, 
Nurenberg Studios; “Dan” O’Brien, Continental Clothing 
Company; John Waite, J. W. Brine Company. 


Brockton, 
Lawrence and 


River, 
Lowell, 





PORTLAND, ORE. 
Reported by Olave Ralph, Publicity Director 

The July meeting of the Portland Display Men’s Club was 
literally filled with details of the coming Pacific Coast Asso- 
ciation of Display Men’s convention. With DeLyal Davis 
directing the convention and Edmund C. Bechtold as pub- 
licity manager, p'ans are being carried out with expert eff- 
ciency. Letters have been sent to all the clubs along the 
coast telling them of the royal welcome they may expect at 
the Portland convention. This convention will te held at the 
Portland Hotel, and here the fellows will find real hospitality 
and most reasonable rates. The demonstration windows are 
being planned by a well-known Portland artist, Ben Larsen, 
of The Larsen Studios. A. O. Hewitt, president of the 
P. Cc. A. D. M,, is the man “behind the gun,” the busiest 
man in Portland these days. With the program outlined amd 
every committee chairman working with just one object iil 
view, and that is to make every displayman who visits or 
city feel that the convention has been well worth wh’'le, we 
know it’s going over big. Once more we send our welcome 
to all displaymen, merchants, chiefs and store executives— 
Welcome to the P. C. A. D. M. convention, September 23, 2+ 
and 25, Portland, Ore. 


George Tattenall has been appointed display manager for 
the Rollman & Sons Company, Cincinnati, Ohio. 


Clayton Welch, display department, Filene’s, Boston, re- 
cently returned from Europe with Mrs. Welch. 
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Join Koester 


Of course, you are interested in a better salary and 
in broadening your future outlook—every progressive 
young man is. You may be getting along fairly well 
on your income now, but, is that enough? How about 
your future? You've been considering Koester training 
in Retail Publicity work for some time. Every month 
you put it off delays your progress that much. : 


Your present condition is not nearly so important 
as the direction in which you are heading. If you 
haven’t ready moriey for a course now, the wisest thing 
to do is to borrow sufficient funds to enable you to 
start at once. Thousands of students, everywhere, are 
laying the foundation of their success on borrowed 
capital. It’s the businesslike way—the most economical 
way, because it enables you to gain experience in your 
chosen profession while you are repaying the loan 
from increased earnings. If you are now employed 
in a retail store, take the matter of financing a course 
up with your employer. 


There are three feasible plans for cooperative financ- 
ing: Ist, the student and the merchant share the ex- 
pense equally, the student returning to the store for a 


Classes Now 





definite period of time after completing his course; 
2nd, the merchant finances the course entirely, the 
student returning to the store at a nominal salary for 
a definite period of time; 3rd, the merchant advances 
funds for the course, the student returning to the store 
at an advance in salary, the merchant retaining the 
advance until a part or the entire cost of the course 
has been paid off. 


Point out to your employer the tremendous advan- 
tage of better window displays, better advertising, 
and better selling ideas as the best means of success- 
fully meeting the ever-rising tide of chain store com- 
petition. It is more than likely that he will recognize 
your initiative and will be glad to cooperate with you 
in obtaining Koester training. 


Why not decide now to qualify yourself for better 
things at the School with a successful record of twenty- 
four years in dealing with retail publicity problems? 
Our experience plus your earnest effort will broaden 
and brighten your future horizon in every direction. 


Write us about your situation. We're always glad 
to help. 


THE KOESTER SCHOOL 


314 South Franklin St., Chicago 
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Original - Brilliant - Colorful 








Hisplaymen fill appreciate the umisual 
opportunities for Beautiful and Distinct- 
ioe Christmas Displays suggested by this 
offering. 
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A representatibe is nofe in your neighborhood, 


‘or fill be there soon. A postcard inquiry 





fuill bring you the exact date. 




















